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TheBestSchool 


Special Offer. 


The special offer in the fifteenth 
week is twofold : 

1. Anyone sending Zhree Dollars 
can have Printers’ Ink for a whole year 
if the amount is sent between Now and 
December 31, 1903. This offer is for 
the purpose to enlist young men and 
women as subscribers to a paper which 
constitutes the best and most practical 
advertising school in this country. 

2. Anyone sending a check for 
Twenty Dollars between Vow and De- 
cember 31, 1907, can have a paid-up sub- 
scription to Printers’ Inx for the term 
of ten years. Or, he may send Printers’ 
Inx for one year to ten different parties. 
This offer is for the purpose to assist 
wholesalers, publishers and mail order 
dealers to get PRINTERS’ INK cheaply in- 
to the hands of prospective advertisers 
or clerks, who, if they studied PrinTERs’ 
Inx would become more useful assist- 
ants in the course of time. 


BOTH OFFERS ARE GOOD 
TILL DEG. 31, 1903. 
AND NO LONGER, 
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THE STORY OF SHREDDED 
WHEAT. 





When it comes to poking fun at 
the new-fangled foods none of 
them offer such temptations as 
Shredded Wheat Biscuits. This 
product has been likened to hay, 
to moss, excelsior, shavings, hair 
and many other unpalatable things. 


Even a man _ wholly’ devoid 
of the humor sense can make 
a passable joke about it. The 
favorite simile is excelsior. Shred- 


ded Wheat’s appeal to the Ameri- 
can love of ridicule has been a dis- 
tinct factor in its introduction. 
The very oddity of its appearance 
has an advertising value, for when 
people grow tired of making poor 
jokes they eat it, and continue to 
eat in the majority of instances, 
for the Natural Food Company’s 
big plant at Niagara Falls is now 
turning out 1,124,000 of the bis- 
cuits every working day. A new 
product of the same kind, known 
as Triscuit, is also making rapid 
progress. 

The inventor of the Shredded 
Wheat Biscuit is H. D. Perky, 
president of the Natural Food 
Company. Ten years ago he was 
an invalid in Denver, his health 
having failed through too close ap- 
plication to his practice as a cor- 
porate lawyer. The doctors put 
him on a diet of whole wheat, and 
after studying the subject in its 
dietary and mechanical phases he 
perfected machinery for manufac- 
turing shredded wheat as it is 
known to-day. It is said that C. 
W. Post, of Postum Cereal and 
Grape Nuts, was associated with 
Mr. Perky in some of his experi- 
ments. The new machinery was 
first offered to millers, but nobody 
seemed anxious to take it up. Mr. 
Perky then established a small 
plant for the manufacture of the 
biscuit at Boston, later moving to 
Worcester and finally, two years 
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ago, occupying the present factory 
at Niagara Falls, where he went 
to get two things needed to the 
development of his food—electrici- 
ty and publicity. Advertising had 
been employed in a limited way 
since the product was first put on 
the market, but the first large ap- 
propriation was made when the 
new plant opened. Since then 
Shredded Wheat has _ become 
known nationally and even inter- 
nationally. 

“We utilize nearly all the fam- 
iliar mediums of advertising, and 
some that are not familiar,” said 
Ellis Fayette Olmsted, advertising 
manager of the company. “Our ads 
in the magazines and newspapers 
are familiar. I don’t know that 
there is anything original about 
them. I believe we spend more 
money in newspapers than in ma- 
gazines, but have no marked pref- 
erence for one over the other. 
Only the dailies in large cities are 
used. In magazines we have run 
many colored inserts showing 
Shredded Wheat cishes. Our copy 
is educational and suggestive. We 
print information about good diet 
and suggest ways in which the food 
may be prepared. To this end we 
have our ‘Vital Question Cook 
Book,’ with 250 recipes, which is 
mailed on inquiry. Names secured 
in this manner are followed up 
three times a year with literature 
giving seasonable suggestions— 
dishes for hot or cold weather. 
One feature of the magazine and 
newspaper ads is the testimonial, 
which is printed because we con- 
sider it the most compact, con- 
vincing proof that an advertiser 
can offer to clinch his own state- 
ments. 

“By far the best advertisement 
that we have is our factory, 
which occupies a ten-acre plot 
in the finest residence district 
of Niagara Falls. It is not 
only a medium for promoting 
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Shredded Wheat, but the center 
on which most.of our adver- 
tising schemes turn. Last year 
50,000 people visited this plant, and 
when we get things perfected we 
will entertain practically everybody 
who comes to Niagara Falls. On 
the roof is a roof garden, from 
which visitors get a fine view of 
the Falls and the historic battle- 
fields. On the floor below is a 
large dining-room where our fac- 
tory girls have a luncheon free. 
What's that—Shredded Wheat Bis- 
cuit? Well, some of the dishes 
are made of the food, but we serve 
meats and fresh vegetables, cooked 
by a French chef. The men also 
have their lunch, but pay ten cents. 
There are $100,000 worth of baths 
in the building, and each employee 
has a half hour a week to use them. 
Other conveniences make this one 
of the most progressive manufac- 
tories in the world, though it is 
entirely free from sociological 
theories or experiments. We give 
the working people ideal condi- 
tions in which to labor, with good 
wages, and let them regulate their 
own lives. The chief feature of 
the building, however, from the 
advertising standpoint, is our Con- 
vention Hall, which seats 1,080 
people, and is provided with a 
stereopticon and all conveniences 
for public assemblies. Here we 
entertain conventions, giving them 
the hall free, with all accessories. 
During the present year we have 
had thirty-five of these meetings, 
including the iJew York State G. 
A. R., the New York State Retail 
Grocers’ Association, American 
Railway Claim Agents and Farm- 
ers’ National Congress. The Na- 
tural Food Company’s brass band 
of forty pieces, made up entirely of 
our employees, furnishes music for 
processions and gives summer 
night concerts. We have a man 
on the road all the while soliciting 
conventions, and offer as good 
terms as any municipality that goes 
after them on a sound business 
basis. The number of visitors 


brought to our plant by such meet- 
ings and their reports on our pro- 
duct in all parts of the country 
make this very profitable adver- 
tising. 

“Another kind of advertising that 
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we employ is what we call social 
work. In fourteen of the leading 
cities of this country the Natural 
Food Company has houses or flats 
in the best residence district. They 
are furnished like homes, and in 
each live two young women who 
are graduates of the School of 
Domestic Science at Worcester, 
Mass. These ladies are not ‘dem- 
onstrators,’ as that word is gener- 
ally understood. They are bright 
and accustomed to moving in re- 
fined society. By means of intro- 
ductions they become acquainted 
with the representative women in 
the community, and one by one 
these women are asked to bring 
their friends to a luncheon at the 
flat. This luncheon is composed 
almost exclusively of Shredded 
Wheat dishes, and is accompanied 
by an informal talk on diet and 
the value of whole wheat. This 
work is costly, but it pays. A pe- 
culiar fact about Shredded Wheat 
Biscuit is that it sells chiefly to 
the best classes. The man with 
the dinner pail doesn’t eat it. He'd 
ought to. It would be good for 
him, but he doesn’t, and thus far 
we have made no special effort to 
educate him. Another phase of our 
social work is the church dinner. 
We have hundreds of applications 
from churches, and when the turn 
of each comes we serve for the 
Ladies’ Aid Society or some sim- 
ilar organization a complete din- 
ner, largely composed of Shredded 
Wheat. The church charges for 
this and turns the money into its 
own funds. We send cooks and 
everything absolutely free, and 
have forty graduates of the School 
of Domestic Science attending to 
this work. To churches that do 
not ask for this we send a case of 
the food free, and it is either serv- 
ed at a social or sold by auction 
for their own benefit. After the 
church banquet our young women 
give short lectures on the food. 
These methods of advertising put 
the food before the classes who 
give us the best results. I can’t 
say whether they pay more or less 
than magazine or newspaper adver- 
tising in proportion to cost. In 
fact, I can’t tell what pays us. If 
I could, I should probably be mak- 
ing a great deal of money as an 
(Continued on page 6.) 
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The Saturday Evening Post 
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The Ladies Home Fournal 


for December had a net paid circu- 
lation of one million and fifty- 
one thousand copies. Both of these 
publications were built absolutely 
. on their editorial merit—plus per- 


ee ee Pe, eee ae, ee, ee a 


sistent advertising. 


* . * 
The cumulative effect of large ad- 
vertising expenditures in the leading 
dailies, weeklies and monthlies, for 
years back, has produced the above 
result. 


THE CURTIS PUBLISHING COMPANY, 
PHILADELPHIA, PA. 
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advertising specialist, for to tell 
what is unprofitable and cut it off 
is one of the perplexing problems 
of publicity. Each of our schemes 
and mediums works into the others, 
and the whole is a piece of ma- 
chinery that accomplishes results. 
The factory is the basis of all. 
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product, and most of them write 
their impressions in our guest 
book. Prince Henry wrote, ‘A 
great advertising scheme.’ After 
he went home we sent him a case 
of biscuit. Captain Richmond P, 


Hobson wrote, ‘An institution built 
to bear the progress of a century 


Mr. H. D. PERKY. 


Many of our visitors, particularly 
in winter, are foreigners. We have. 
entertained a good many notables 
in two years—Prince Henry, Lord 
and Lady Kelvin, Lord and Lady 
Minto, Sir Thomas Lipton. In 
every case these visitors are im- 
pressed with the factory and the 


to come.’ Senator Hanna thought 
the place ‘A model establishment, 
and worthy of emulation.’ Sir 
Thomas Lipton went further, for 
he gave us suggestions for placing 
our product with the London clubs 
and decided to introduce it in his 
stores in Great Britain this winter. 

(Continued on page 8.) 
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(eA ELE LER TE SE ETERS NITES 
Little Lessons in Publicity—Lesson 12. 


These Papers Don’t Cut Rates. 


The following leading evening papers are each under forfeit of self- 
respect, good business policy and square, honest dealings not to break rates 
or make concessions of any kind from their printed rates for advertising in 
either the local or general field. Advertisers and advertising agents may 
freely include these papers on all estimates and lists, with full confidence and 
assurance that their published rate cards will be absolutely maintained, and 
that there is no reason for concealment. The treatment of their patrons is the 
same in all cases. No discrimination, no favoritism, no humbug of any kind. 


Cut Rate Is Not All. 


These papers believe that a newspaper should furnish every advertiser 
with an itemized statement of its net paid circulation every day during the 
life of the advertiser’s contract; or, in other words, deliver an itemized 
bill to the advertiser of the goods sold. The newspaper advertiser is clearly 
entitled to two things. First, to know what he is paying for; and, second, 
to know that he is paying no more than others pay for the same service. 


THE INDIANAPOLIS NEWS, ‘‘The Great Hoosier Daily.’’ 
THE NEWARK NEWS, ‘‘ The Great Jersey Daily.” 

THE MONTREAL STAR, ‘‘ Canada’s Greatest Newspaper.”’ 
THE MINNEAPOLIS JOURNAL, ‘‘The Great Daily of the 


Great Northwest.” 
THE WASHINGTON STAR, ‘‘The Great National Daily.’ 


THE BALTIMORE NEWS, ‘‘ The Great Southern Daily.’’ 


Six of a kind. Clean, known circulation, one rate and one condition 
home papers. The advertisers who have dealt with this list of papers once 
never attempt to dicker. They know from experience there is no deviation 
from the printed rates and conditions. 


CAUTION. 


When a paper. refuses to give you the detail of its circulation, or lies 
about its circulation, or remains silent about its circulation, something is 
wrong. Insist on an itemized statement of the goods you purchase. “ \Vhen 
you get a special figure or cut rate on advertising space, it is safe to assume 
that some contemporary in your business is getting still more favorable 
terms, THE ONLY SAFE RULE is to deal where the same rate is charged 
to everybody for the same service, and where the newspaper treats its pat- 
rons the same in all cases. No discrimination, no favoritism, no humbug of 
any kind. Simply honest, straightforward business propositions,” 


M. LEE STARKE, 
Mgr. General Advertising. 
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Through these methods we are 
making a demand abroad. Adver- 
tising is also employed—we now 
use billboards and periodicals in 
England, France, Denmark, Hol- 
land, Switzerland, Australia and 
New Zealand. It may interest you 
to know that Doctor Wiley’s fam- 
ous ‘poison squad’ in Washington 
is fed Shredded Wheat Biscuit to 
put them in condition for the tests 
and to make up any loss of energy 
that they may have suffered during 
their progress.” 

The principle of Shredded Wheat 
foods is simple. The wheat is 
drawn out into long threads which 
are porous and offer the greatest 
possible surface to the gastric 
juices, so that assimilation is easy 
and perfect. Shredded Wheat Bis- 
cuit are really spun and woven. 
When the wheat arrives at the fac- 
tory it is cleaned, and experts say 
that fourteen different foreign sub- 
stances, ranging from beans to 
plain dirt, are extracted by the 
blowers and scrapers. When ab- 
solutely clean it is washed in ster- 
ilized water and allowed to stand 
for thirty-five minutes in live 
steam. This does not cook it, 
but merely softens the grain and 
prepares it for the shredders. Af- 
ter drying forty-eight hours with- 
out heat it goes to the shredding 
machines, each of which has thir- 
ty-six pairs of rollers four inches 
wide. Each roller has_ eighty 
grooves which run against smooth 
rollers, and when the softened 
wheat goes through it is squeezed 
into a long continuous thread. The 
rows of threads from each set of 
rollers are woven into a continuous 
biscuit four inches wide. In each 
biscuit there are 7,024 inches of 
wheat thread. Each machine is 
capable of making 17,500 biscuits 
an hour, and the product of one 
day, in the continuous strip that 
co..es from the shredders, would 
reach seventeen timcs around the 
world. The strips from the shred- 
ders are carried on steel conveyors 
to a cutter, and then the single bis- 
cuits are carried to a machine 
which pneumatically piles them on 
long pans holding four dozen. 
These pans are then put onto the 
shelves of a “Ferris' wheel oven,” 
a device that revolves slowly over 
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a bed of coals, toasting the bis- 
cuit at a heat of 400 to 500 degrees, 
This baking lasts thirty-five min- 
utes, and is followed by one hour 
and forty-five minutes in a long 
oven at 200 to 300 degrees. Then 
the biscuit are ready to pack. Only 
once during the entire process is 
the product touched by human 
hands—when a girl in clean cap 
and apron puts it into a carton. 
These filled cartons, holding a 
dozen each, go to a machine that 
applies glue to the end, seals them 
and affixes a paper label. 

Triscuit, the company’s new pro- 
duct, is a smaller biscuit that is 
put forward as a substitute for 
crackers. The process of manufac- 
ture is practically the same, with 
the exception of the toasting. Tris- 
cuit is toasted over four electric 
ovens, which consume 350 horse 
power current at 2,200 volts. This 
is the first commercial use of elec- 
tricity for baking. Jas. H. CoL.ins, 





PRACTICE WHAT YOU PREACH. 
Detroit, Mich., Nov. 28, 1903. 
Editor of Printers’ Ink: 

When you see the use I have made of 
your privilege given me for advertisin 
in your Roll of Honor, you might think 
it strange that I do not invest in an ad- 
vertisement in the same. The facts are 
that from my experience in over twenty 
years as a publisher of a medical jour- 
nal, I have found that there are only 
about 200 firms in the United States that 
are available for medical journal adver- 
tising; hence I find it more profitable to 
address personal letters to each of these 
200, with a circular or advertising mat- 
ter enclosed (see one enclosed), than to 
attempt to gain their favors through gen- 
eral advertising. 

There is no valid reason why a general 
advertiser should not patronize medical 
journals much more than they do. I 
have attempted, at various times, to cul- 
tivate this ground, but without success; 
and just why the general advertiser 
steers clear of the doctor and the doctor’s 
journal is something beyond my com- 
prehension; for, of all classes of men 
who are ready to sptnd money, there are 
none more ney than is the doctor. The 
physicians usually have ready money in 
their pockets and are equally ready to 
spend it for anything suiting their fancy. 

If you can enlighten me as to what 
convolution of the brain the general 
advertiser needs to have stimulated so 
as to lead him to advertise in a medical 
journal, I would only be too glad to at- 
tempt to operate upon him. 

I thank you for the attention accorded 
to my journal in offering to place it on 
the Roll of Honor, and also for the 
privilege I have taken of it in getting 
out the circular enclosed. Yours truly, 

C. Henrr Lzonarp, 
Editor Illustrated Medical Journal. 
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Nashville Banner 











THE BANNER is the only Nashville daily that has 
published a circulation statement curing 
past six months. 


1903 CIRCULATION 





Daily Average for January, . ‘ 16,211 
_ “ February, . ‘ 16,727 
= a “March, : : 17,281 
in * * April, : , 18,472 
- e “May, ' ‘ 18,640 
as ” “June, . . 19,556 
“ “ “ July, ‘ 19,401 
as 5 “« August, ‘ ; 19,532 
" e “* September, . . 19,688 


Average for October, 20,025 


Tue Banner's subscription price is the highest, 
its circulation the largest, and it carries more local 
and more foreign advertising than any other 
Nashville newspaper. 


Vreeland-Benjamin Special Agency, 


150 Nassau Street, Tribune Building, 
New York. ——— Chicago, Ill. 


BANNER PUBLISHING CO., NASHVILLE, TENN. 
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A METHOD OF ADVERTIS- 
ING LIFE INSURANCE. 


When Theodore F. Lake took 
charge of the New York Life 
Insurance Company’s city office in 
Union Square, last January, he 
announced that he would endeav- 
or to apply to the work of his of- 
fice more modern methods of ad- 
vertising than are used by the 
local agent in securing new policy- 
holders. His views of life insur- 
ance as it is and as it ought to 
be were given in an interview 
ublisned in Printers’ INK, 

arch 4. About the 1st of April 
a specific plan of advertising was 
decided upon and put into opera- 
tion, and it has since proved so 
successful that fifty out-of-town 
agents have adopted it in their 
offices. This plan is extremely 
simple, and its success shows that 
there are immense possibilities in 
the life insurance field for intelli- 
gent advertising. 

“Life insurance agents have 
heretofore depended altogether too 
mucna upon their legs in going 
after new business, and not enough 
upon modern advertising litera- 
ture for presenting their proposi- 
tion,” said Mr. Lake, recently. 
“The first thing we did was to 
abandon the old life insurance cir- 
cular, bristling with technicalities, 
and send out a brief, forceful, 
simply-worded form-letter calling 
attention to our accumulation pol- 
icy. It said, in substance: 

Do you know that you can deposit 
your savings with the New York Life 
fasurance Company just as you would 
in a bank? The money will be more 
secure than in a bank. We will pay 
you a higher rate of interest. You 
can draw upon the deposit when you 
need the money. And for every dol- 
lar that you place with us we will give 
you twenty dollars in life insurance. 

“This letter was in fac-simile 
typewriter, on fine paper, person- 
ally signed. We sent out several 
thousand to selected names. The 
whole plan turns, of course, on 
getting the right sort of names— 
people who ‘nave a reasonable sum 
of money to set aside annually. 
We made lists of teachers, gov- 
ernment and city employees, heads 
of business houses and men who 
earn fair salaries. Some classes 
we avoided scrupulously, as 
bankers and men a capital, who 
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have ample facilities for making 
investments. We wanted the man 
who has anywhere from $50 to 
$500 yearly to put away in a safe 
investment at moderate interest, 
With each letter went a small 
blank upon which applicant could 
state name, address, age and the 
amount that he could save yearly, 
These letters brought between 
five and ten per cent of replies, 
and the plan has been so produc- 
tive of results that we cannot take 
care of the business with our pres- 
ent force of solicitors. 

“Our twenty-year accumulation 
policy makes an ideal advertising 
proposition. A man deposits with 
the company a stated sum annu- 
ally, ranging from $10 up. We 
seldom write these policies for 
less tnan $50, however, which 
gives the holder $1,000 insurance. 
The company pays five per cent. 
interest on this deposit. After the 
second annual payment has been 
made the policy-holder is free to 
draw out ninety-eight per cent of 
all the money he has paid in, and 
the two per cent balance carries 
his insurance until the next an- 
nual deposit is made. At the end 
of twenty years his deposits, with 
five per cent compound interest, are 
paid to him, and during the whole 
term of the policy he has had pro- 
tection. This form of policy was 
devised by President John A. Mc- 
Call, and is one of the most at- 
tractive we have. It compels a 
man to save money, and yet leaves 
him unhampered. The amount of 
insurance that a dollar will pur- 
chase under this plan is less than 
with the straight policy, for where 
$1,000 costs $18 or $20 under the 
straight policy, $50 must be paid 
in on an accumulation policy. 

“As I work upon the problem 
of advertising life insurance the 
subject expands and assumes gi- 
gantic proportions. There are 
many lines of development. Take 
the question of competition with 
fraternal insurance orders, for 
example. These organizations are 
the poor man’s insurance—that of 
mechanics, railroad men, laborers 
and some small tradesmen. In our 
business here we hardly come in- 
to contact with these classes, but 
work almost entirely among busi- 
ness and professional men. There 











is nothing in the world to pre- 
vent a life insurance company 
from competing with the fraternal 

orders on their own ground. We 
can sell insurance as cheap, and 
it is far more safe. The fraternal 
order assesses its members accord- 
ing to death rate. When the mem- 
bership is composed of young men 
the assessments average from $10 
to $20 per year. When the order 
has reached a certain age, how- 
ever, and the members are grow- 
ing old, the assessments increase, 
and it is difficult to recruit with 
young blood. At this stage many 
of these organizations dissolve, and 
the man who has paid assessments 
for twenty or thirty years loses 
his money and insurance, and is 
too old to take out a policy in an- 
other fraternal order or a regular 
company. The growth of frater- 
nal orders is due wholly to active 
solicitation and the reasonable 
cost of the insurance. The life 
insurance companies have never 
made an effort to show the advan- 
tages of their policies, and have 
let an immense field go by default. 
Advertising ought to bring big re- 
turns from the people who go into 
fraternal orders. Our company 
can sell $1,000 insurance for an 
annual premium of $18 or $20, and 
it is real insurance, based on scien- 
tific business methods and wholly 
safe. 

“Another line of advertising that 
I have thougnt of will be litera- 
ture for women. Here is a letter 
from a man who is taking $20,000 
on an accumulation policy. He al- 
ready has considerable insurance in 
various companies, and is a busi- 
mess man handling large affairs. 
You would take it for granted that 
such a man would buy life insur- 
ance entirely on his own judg- 
ment. But he says, ‘I have talked 
the matter over with my wife, and 
she approves.’ There is an impor- 
tant point in the placing of every 
life insurance policy—what a man’s 
wife thinks. Business men who 
would seldom consult their wives 
about other business matters in- 
variably ask their opinion about 
insurance, while the man of small 
affairs never decides without con- 
sultings his-wife. Women, there- 


fore, must be educated in life in- 
surance. 


Literature sent to any 
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woman, married or unmarried, will 
bear fruit in time. There are cer- 
tain prejudices against insurance 
that ought to be attacked with 
rational advertising arguments. 
Some women refuse to give per- 
mission for their husbands to take 
out a policy because they associate 
life insurance with death, and 
think that the policy will hasten 
the inevitable. This is only one 
of several foolish notions that will 
yield to intelligent literature, for 
women are sensible, and can see 
the advantage of insurance when 
properly presented. Again, they 
can be made a factor in overcom- 
ing a man’s tendency to procrasti- 
nation. Once convince a woman 
that her husband ought to be in- 
sured, and she will work with you. 
Another line of approach is 
through children. Merely as an 
experiment we mailed some form- 
letters to a list of cnildren’s names 
last month. The letter purported 
to come from my boy, and was 
written to the children as coming 
from him, saying, ‘My papa pro- 
tects me with a twenty-year accu- 
mulation policy in the New York 
Life. How does your papa pro- 
tect you?’ This was not striking- 
ly new, perhaps, but it brought ex- 
cellent results. There are, in fact, 
many lines to be developed in life 
insurance advertising, and the 
local agent who experiments to a 
slight degree with his own clien- 
tele will soon make methods of his 
own.” 

The New York Life recently 
celebrated the tenth anniversary of 
its twenty-year accumulation policy 
with an agents’ competition, dia- 
mond-set watch fobs being given 
to the fifty agents who secured 
the most new business in the 
month between June 11 and July 
11. Mr. Lake’s office was tenth, 
with $167,000 in new policies, and 
the record was largely due to the 
advertising that had been done 








Lincoln Freie Presse 
GERMAN WEEKLY, 
LINCOLN, NEB. 


Hes the largest circulation of any news- 
printed in the German language on 
Ehis cor continent—no exceptions. 


Circulation 145,448 


RATE 35 CENTS. 
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ROLL OF HONOR PRIZE 
COMPETITION. 


TWENTIETH WEEK. 


In response to this contest (con- 
ditions of which will be mailed 
upon application) six articles were 
received in time for report in this 
issue of Printers’ INK. Of these, 
the one reprinted below was 
deemed the best. It was written 
by W. H. Eastman, East Sumner, 
Me., and it appeared in the Phillips, 
Me., Maine Woods for November 
27, 1903. In accordance with the 
rules which govern this contest, a 
coupon entitling the holder to a 
yearly paid-in-advance subscription 
to PrinTERS’ INK was sent to Mr. 
Eastman when the marked copy of 
the paper was received. Two ad- 
ditional coupons, one to Mr. East- 
man and one to the advertising 
manager of the Maine Woods, 
were sent in accordance with the 
terms of the competition, after the 
choice for the week had been made. 
Mr. Eastman’s effort will now be 
placed on file, and it will have 
further consideration when the 
time for awarding the cash prizes 
arrives. The article as it appeared 
in the Maine Woods follows here: 


ABOUT NEWSPAPER CIRCULATIONS 


A newspaper’s circulation is of prime 
importance in establishing its worth as 
an advertising medium. Whatever other 
elements are taken into consideration, 
the pertinent—‘How many copies?” is 
invariably the first question the adver- 
tiser asks the solicitor. Briefly stated: 
Other conditions being equal, the value 
of advertising space is directly propor- 
tioned to circulation. So fully is this 
principle recognized that no advertising 
agency would to-day presume to issue a 
list of periodicals for which advertising 
patronage is sought without giving to 
each a circulation rating. 

Roll back the curtain of the past but 
a single generation, and it will be seen 
that altogether different conditions pre- 
vailed. Advertising was regarded more 
as a catch-penny scheme than as a direct 
husiness proposition or essential element 
in business methods, and the usual meas- 
ure of value a publisher »laded on his 
space was what he could get. Contrast 
with this the improved conditions of to- 
day, and two rules may be laid down as 
of paramount importance to the adver- 
tising world, appealing alike to the care- 
ful advertiser and the honest publisher. 

1. The circulation of every poset seek- 
ing advertising patronage s uld be de- 
finitely and correctly stated. 

2. All newspaper ratings should con- 
form to the same standard. 

Honor is due Mr. Geo. P, Rowell, the 
veteran advertising agent, for his un- 
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tiring efforts to bring about this consum- 
mation so devoutly to be wished. In the 
early numbers of his American News- 
pegee Directory he gave to each periodi- 
cal a circulation rating based on the best 
data at the time available. Realizin 

that his first ratings were imperfect, an 

gaining wisdom by experience, new rules 
were made in the interest of more exact 
circulation statements. He soon learned 
that many publishers dreaded nothin 

more than the truth, but believing with 
Solomon that a false balance is an ab- 
omination, but a just weight a delight, 
he was quick to develop such a plan for 
circulation reports as would (if followed) 
insure accuracy, with fairness to all and 
favor to none. This plan is so simple 
that nothing is easier than for every 
publisher who so desires, to have his cir- 
culation given with absolute exactness, 
and at the same time so inflexible as to 
give no chance to the dishonest pub- 
lisher to secure Rowell’s endorsement of 
a false rating. 

His plan appealed to advertisers from 
the first, who have ever regarded the 
American i,ewspaper Directory as the 
one only authority on newspaper circu- 
lations. Naturally he has been opposed 
by the circulation liar who deliberately 
falsifies his returns, the circulation jug- 
gler who tries to twist falsehood into 
the semblance of truth, and the circula- 
tion dodger who, while pretending to 
make a statement, really says nothing. 
But that it has had the endorsement pt 
honest publishers is abundantly attested 
by the constantly increasing number w'> 
yearly avail themselves of the privilege 
of a rating in Arabic figures of their 
actual average for a full year. 

In Printers’ INK also, the Little 
Schoolmaster in the Art of Advertising, 
Mr. Rowell has for the past fifteen years 
fought for newspaper righteousness. Last 
spring he conceived the happy idea of a 
special department to be known as “A 
Roll of Honor.” In it any publisher 
who has made a regulation report for the 
last issue of the Directory may tell his 
circulation in a two-line item at a cost 
of but $20.80 per year to practically all 
the general advertisers in America. 

It may interest our readers, especially 
our advertisers, to know some of the 
reasons why Maine Woods was so quick 
to avail itself of the privilege of rep- 
resentation in the Roll of Honor. First 
of all, we are in it because we consider 
that it is an honor to be accorded the 
distinction of eligibility. “No amount 
of money can buy a place in the list for 
a paper not having the necessary quali- 
fications."” Maine Woods is more than 
willing that its exact circulation shall be 
known to all who are interested. It is 
the advertiser’s right to know what he 
is buying, and the number of papers - 
printed is as vital a point as the number 
of lines occupied. Located as we are at 
the gateway to the great game-abounding 
forests of Maine—truly the hunter's 
paradise—in a town of less than 1,500 
population, Maine Woods feels a justifi- 
able pride in maintaining an average cir- 
culation of 5,416 copies for 1902, and 
has no inclination or desire to claim 
larger figures until we are entitled to 
them. 

We are in the Roll of Honor, more- 
over, because we appreciate such good 














company as this gilt-edged list of pe ers 
of known circulation, whose publishers 
are not afraid to have their circulatw. 
figure viewed in the light of the truth, 
the whole truth and nothing but the 
truth. 

Are we desirous of endorsement for 
our circulation claims? It is secured by 
position in the Roll of Honor. Rowell’s 
stamp of circulation quantity, expressed 
in Arabic figures, is acknowledged among 
advertisers as the universal criterion, as 
is also his stamp of circulation quality, 
the so-called pon I marks. Without one 
or the other of these qualifications, no 
paper can be admitted to the Roll of 
Honor. 

In brief, we are in the Roll of Honor 
because we believe the entrance fee a 
profitable investment. Nowhere else 
could we for the amount expended se- 
cure such publicity among the class we 
wish to reach. The information is not 
buried—as in the Directory—in hundreds 
of pages of newspaper statistics where 
it has to be sought out, but is prominent- 
ly and concisely displayed in a few col- 
umns of geographically classified infor- 
mation of like character, where—fifty- 
two times a year—it appeals directly to 
the eye of American advertisers. 

It may not be amiss to suggest to other 
publishers who are entitled to admit- 
tance the desirability of enrollment in 
the Roll of Honor. You have space to 
sell, and recommend it to advertisers 
who wish to reach the general public. 
Let your example accord with your pre- 
cepts by yourself taking space in the 
journal that reaches advertisers. 





NotTe.—This competition will definitely close 
with the December 16tn, 1903, issue of PRINTERS’ 
Inx. Prize articles received after ber 9, 
1 By fail to receive consideration.—[Mng. 

eP. i, 


—- ee 

A ROYAL ADVERTISEMENT. 

The writer created a market in north- 
ern Europe as early as 1894 for Ameri- 
can bicycles. Scandinavia was my first 
field. had a stock of soo high-grade 
American bicycles at $110 apiece to dis- 
pose of within four months. I adver- 
tised—to have the natives pilgrimaging 
to our headquarters in droves, but not 
buying. All admired the cycles, but all 
were afraid to ride. Wooden rims and 
single-tube tires alarmed them. Several 
prodigiously fat men were therefore pre- 
vailed on to purchase against a heavy 
discount, and proved to be practical ad- 
vertisements. Then I was permitted to 
send Prince Christian, a nephew of the 
Czar of Russia, a wheel on approval, 
with which he entered into an impromp- 
tu race with his paternal uncle, Prince 
Waldemar, and beat him. Then Walde- 
mar rode Christian’s wheel and beat 
him. Their royal highnesses at once 
admitted that it was “in” the wheel, and 
forthwith gave us their order. The 
aristocracy followed suit, and by the 
next season a bicycle was not a bicycle 
in the popular estimation unless it had 
wooden rims and single tires.—World’s 

ork. 

oe 

A neat booklet from the Congrega- 
tionalist and Christian World, Boston, 
outlines special issues and shows repro- 
ductions of cover designs. 
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A Little Chicago 
Philosophy 


If a solicitor or salesman visits 
in one day ten people of a certain 
class, and sells his wares to three, 
how many sales will the solicitor 
or salesman make who visits in 
one day twenty people of the 
same class ? 

If an advertiser offers his 
wares through the advertising 
columns of a newspaper having a 
given circulation to a certain class 
in a given territory, how much in- 
creased is the opportunity for 
making sales of the same wares 
advertised in the columns of a 
newspaper having double the cir- 
culation of the same class in the 
same territory ? 








Advertisers are gradually solving the 
above problemsas applied to THe CuiCcaco 
REcORD-HERALD and its nearest com- 
petitor. 














The 
Mail and Express 


(ONE CENT) 


Maximum Quality 
Minimum Price 


Combined with con- 
stantly increasing 
circulation make it 
the 


“LEADING EVENING 
PAPER.” 
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HIGH ART ADVERTISING. 


It has been frequently said that 
department stores are all things to 
all men. 

The New York department store 
comes pretty near being this, but 
it remained for John Wanamaker 
to add a department—the art gal- 
lery—most business houses would 
have regarded as a source of use- 
less expense. Behind the plan, 
however, a far-seeing eye had com- 
puted the value of such a feature 
in advertising the store among a 
class of people who perhaps could 
never have been attracted by the 
ordinary means employed. 

“This idea of Mr. Wanamaker’s,” 
said Mr. Eastman—who is an ar- 
tist and has charge of the galleries 
—‘“was derided and ridiculed when 
it was first put into execution some 
years ago, but results have since 
the wisdom of this, one of 

r. Wanamaker’s most original 
plans. The Fifth avenue dealers, 
not less than managers of the big 
dry goods stores in New York, 
eondemned it as an absurdity at 
first. The fact remains that crowds 
have been attracted daily—largely 
composed of people who have been 
in the habit of shopping at other 
and perhaps more exclusive stores, 
and it is fair to assume that by 
bringing such people here through 
the art gallery they are also 
brought into more or less intimate 
relation with the store in general; 
for very few women will visit one 
section in any large establishment 
without stopping to look around 
at other departments; and that’s 
as much as the majority of depart- 
ment store advertising can do— 
bring in the people—after that it’s 
up to the goods and the sales- 
people. 

“This is the first year that the 
Salon pictures have been on sale; 
in previous years they were here 
only for exhibition purposes, and 
the fact is not yet generally known; 
partly on account of some scruples 
Mr. Ogden entertains regarding 
the commercialization of the gal- 
leries. Many people insist that the 





pictures cannot be bought; I am 
called upon every day to explain 
the cha..ge to such as are inter- 
ested, 
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“People usually judge all de- 
partments in a large shop like 
Wanamaker’s after one in which 
their interest may have been 
aroused. I’ve often heard it said: 
‘If Mr. Wanamaker buys such high 
class pictures for his store gallery, 
he must do the same for the other 
departments. The result is a 
strong confidence in the grade and 
quality of all goods throughout the 
s‘ore, which proves the wisdom of 
the galleries as an advertising 
feature. Larger confidence in 
goods handled means quicker sales 
and a greater volume of them. 

“Was the idea of the art gallery 
conceived with regard to its ad- 


vertising possibilities?” the re- 
porter asked. 
“Undoubtedly—to a large ex- 


tent; and it has been eminently 
successful; the fact that the rep- 
resentative pictures of the French 
Salon are brought here for the 
delectation of our art lovers makes 
the public feel that we spare no 
pains or expense to provide the 
best that can be had for our cus- 
tomers and visitors to the store 
generally. When it is further 
shown that the difference between 
the selling price of any painting 
and the figure paid the artist only 
represents the usual business profit 
—the same as in shoes or dress 
goods—we further advertise the 
fact, always insisted upon here, 
that the best can be bought as 
economically as anywhere else, 
when not more so. Any legitimate 
way to impress this upon the pub- 
lic must tell eventually. But the 
main point to consider is the at- 
traction this department has been 
to the public and the high class of 
visitors who come here to view 
the pictures. It is difficult to induce 
some people to change their con- 
ceived preferences in such matters, 
but a visit to Wanamaker’s, 
whether to see the art works or to 
hear the musical recitals, is bound 
to result in closer business rela- 
tions. There are many ways of 
reaching the public, and outside of 
the press, I believe this to be one 
of the best indirect ways, partic- 
ularly because it is always sure to 
leave such a pleasant impression 
upon the visitor’s mind. 

















A SMALL ESTABLISHMENT 
WELL ADVERTISED. 


Most New Yorkers know the 
Rector Street Book Stand, which 
is tucked away between the ele- 
vated railroad and Trinity Church- 
yard at the corner of Rector and 
Church streets. It consists of 
nothing more than a large book- 
case, containing several hundred 
volumes of fiction, set on the side- 
walk. The proprietor or his clerks 
stand on the walk. This quaint 
outdoor establishment is probably 
the smallest enterprise in the city 
that is regularly and effectively 
advertised in street cars and daily 
papers. During the past year the 
stand’s cards have appeared in 
New York and Brooklyn cars, list- 
ing a dozen late novels and quot- 
ing prices. No second-hand books 
are carried. Recent novels are 
loaned at twenty-five cents or sold 
at regular prices, and the stand is 
patronized by people who cannot 
buy as many books as they can 
read, yet who do not care to pa- 
tronize the public libraries. 

“I have cards in about goo cars,” 
said John J. Cowan, the proprie- 
tor, “and am now negotiating for 
space in theatre programmes to be 
used this winter. I have been an 
advertiser all my life. When I 
was eight. years old I did my first 
advertising. My father had a 
store here in New York, and I 
thought that advertising would 
help his business. He couldn’t see 
its value, so out of some little sav- 
ings of my own I had a lot of 
dodgers printed and distributed 
through the neighborhood. The 
number of people who came to the 
store astonished the old gentle- 
man. He couldn’t understand who 
had distributed the dodgers until 
I told him. After that he used 
them regularly for many years. 
This book stand has been adver- 
tised in every conceivable way. I 
have spent $25 and $50 on single 
ads in the New York Times and 
Sun. One of the best ads I ever 
had was my banner men on Broad= 
way, a block away. Three of them 
patroled the street every day for 
three years, and they brought re- 
sults, Finally the number of sand- 
wich men in that part of town 
grew so great that the police 
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stopped the privilege. I have used 
magazines, too. Some years ago 
I had a store across the street and 
advertised novels at cut prices by 


mail. My success was thoroughly 
satisfactory, but the publishers’ 
association took measures to 


maintain prices and now I have 
to sell same as other book dealers. 
After the banner men were stopped 
I went into street cars. They have 
paid me. I may say that they are 
just beginning to bring good re- 
turns, for advertising must be reg- 
ular to produce profit. It is very 
expensive at the start, and a man 
loses lots of money before he 
learns what is good for his busi- 
ness and what is bad. But it pays 
if you have something the people 
want and persist in telling about 
that something. I should like to 
have a store in this neighborhood, 
but there is nothing to be had. I 
have spent $25,000 to advertise 
this corner and can’t move far 
away. No, I do not think that 


.there is much in the location. One 


place is as good as another if it 
is reasonably convenient. It is 
the advertising that brings the 
people. To show how well known 
so small a business may be made 
through advertising, when Prince 
Henry visited New York one of 
the German papers sent out a pho- 
tographer to take views of the 
prominent business houses. My 
little stand appeared among the 
great concerns of Wall street and 
Broadway. Everybody knows it. 
But advertising made it so. There 
are a hundred similar book stands 
in New York that remain quite 
obscure.” 


| POSITION WANTED 


Experienced writer and advertising man 
wants position with publisher, advertising 
agency, high-grace mai 








b mperate, thoroughly energetic, 
proven ability in executive work, — ~~ 
and developing. Experience covers three 

ears as news correspondent, three years in 
N.Y advertising office Washington Star, 
Brooklvn Eagle and oth 


advertising manager Manhattan rting 
Co., and assistant editor Chat. G record 
devising follow-up and office systems. Val- 

testi mediums and 


methods ret class corre- 
spondent, literary work in leading publica- 
tions. Understands printing, illustrative 
processes, proofreading, making-up. Can 
show specimens of booklet and catalogue 
work, Fully indorsed by emmores and 
willing to stand on my rd. Ss. LAND 
HALL, 150 Nassau St., New York. 
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WHO READS THE eT RPONAL, 
ADVERTISER”? 


New York, Dec. 
Editor of Printers’ Inx: 

To show how unreliable the average 
trade journal is, I wish to cite one in- 
stance: The National Advertiser, issue 
of November 28, states that the Min- 
neapolis Tribune carries more foreign ad- 
vertising than any other paper in Min- 
neapolis. There is a screw loose some- 
where. The fact is that the Minneapolis 
Journal carries not only more foreign 
advertising every month, but also more 
display advertising of every nature, than 
any other paper published in the entire 
Northwest. Better than this, it carries 
more advertising in six issues—six days 
—-than any of its competitors carry in 
seven issues—seven days. 

It is true the Minneapolis Tribune 
carried more foreign business than the 
Minneapolis Journal when the latter pa- 
per was in the hands of another special 
agent, but since I have been manager of 
its general advertising department, the 
Minneapolis Journal has carried more 
business every month than the Jribune. 
Some months the Journal has carried 
more than one hundred columns in six 
issues a week in excess of the Tribune 
a att issues a week, daily and Sun- 





I, 1903. 


ae thing I take exception to in 
the National Advertiser is that it makes 
the inference that because a paper does 
not pay it fifty dollars per year to say 
that it doesn’t cut rates (thereby help- 
ing the editor of the National Adver- 
tiser), it follows that the paper is guilty. 
None of the papers I represent are in the 
list publisnea in the National Adver- 
tiser, but any intelligent advertiser knows 
that the rates of these papers—the 
Washington Star, the Baltimore News, 
the Indiananolis News, Newark News, 
the Montreal Star and the Minneapolis 
Journal—are absolutely invariable. I 
could not cut the rates of these papers 
if I wanted to. If I did, it would mean 
that I would be discharged by the pub- 
lishers. If, on the other hand, the pub- 
lisners cut their rates, I would imme- 
diately resign my position. 

The advertisement of the six papers, 
of whose general advertising depart- 
ments I am manager, in this issue of 
Printers’ Ink shows my position on the 
cut-rate question. The papers not only 
refuse to cut rates, but in-ist that I shall 
tell the truth about their circulations. 
Of late, I have noticed a tendency on 
the part of some trade journals (of 
course, the National Advertiser is an 
exception) to adopt the policy, “If you 
don’t advertise with us, we will ‘roast’ 
you.” This class of publications will 
never get an advertisement from me. No 
threat, “‘roast” or blackmail will ever 
secure a line of business from this office, 
and I feel sure that my papers take the 
same stand. 


I regret to have to make this state- ~ 


ment, but there are so many publications 
that have attempted to distort figures in 
connection with my business lately, that 
my self-respect c els me to state facts 
to an unbiased publication. 


Very truly yout 


. Lee STARKE. 
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DAILIES AND_WEEKLIES IN 
THE UNITED STATES. 


39 Wall Street, 
New York, Dec. 1, 1903. 
Editor of Printers’ INK: 

If it would not be too much trouble I 
would like to ask you to tell me how 
many daily and how many weekly news- 
papers there are in the United States, 
and of this number how many are using 
ready-prints, and if possible, approxi- 
mately by whom the ready-prints are 
furnished. 

I was for a great many years a patron 
of Printers’ Ink when I was in the 
norennpe business. 

ery truly yours, 
Joun W. De Kay. 

The 1903 issue of the American 
Newspaper Directory catalogues 2,215 
daily and 14,555 weekly newspapers 
in the United States, Only very few 
do not at one time or another use 
2 plate matter.” The American Press 
Association, 45 Park place, New York 
City, probably supplies more of this 
service than any other firm. 

~< __-——_ 





WITH DUE RESPECT. 


Without wishing to be irreverent, 
there will be some great developments 
in Eastern bank and financial adver- 
tising, following the obituary notices of 
a few score nice old gentlemen who 
now constitute “our most respected and 
conservative element.”—George L. Dyer, 
in Mahin’s Magazine. 

SS Sa 

Tue Japan Paper Co., 36 East Twenty- 
first street, New York, is introducing a 
fine, tough, hand-made parchment for 
cover purposes. It is made in Japan. 








We have not been 
without a copy of the 
American Newspaper 
Directory sincewe have 
been users of advertis- 
ing space, and feel that 
we could not well get 


along without it.—Scow 
& Bowne,.New York. 
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A Roll of Honor ) 





hitch 





oTe.—Advertisements under this 


pted from 


according to the 1903 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated, or 


have supplied a similar statement for the 1904 issue of the Directory, now unde 
issued in April next. Such circulation figures as are mentio 


ublishers who believe that an advertiser has a right 


pb A bya 
These are qunesaitg regarded the 
to know what he pays his hard cash for. 
The black — 
number in brackets 


tains the details of the publication's Soasestee. 


in this list for a paper not entitled to 


8 denote the average issue for the 
denotes the page in the American 


ing re- 
last are 


al indicated. The light-faced 
ewspaper Directory which con- 
No amount of money can purchase a place 


Advertisements under this pod hy wilt also be accepted fvem pubtlostione to which the 


American Newspaper Directory accords the sign ( 
superior excellence in quality of circulation. 
20 cents per 
year, 10 per cent discount if paid wholly in advance. 
increase of circulation can be made, 

+ properly signed and dated, covering t 


tion, if entitled as above, cost 


tions to date showi 
a statement in detai 


©), the so-called gold marks, denoting 
Announcements under this classifica- 


line under a YEARLY contract. $20.80 for a full 


Weekly, monthly or quarterly correc 
poe the publisher sends 
additional period, in accord- 


ance with the rules of the American N ewspaper Directory. 


ALABAMA. 

Birmi nohom, Birmingham News. Daily av- 
erage for 1902, 18,48: ree (34); first seven months 
1908, 17,898; July, 1903, 1903, 20,1 3 acon 

Birmingham, Ledger. dy. dy. Average f 
18,980 (34). Av. Sor At Aug., 1903, 17,586, ore. 

Montgomery, Advertiser. Advertiser Co. Av- 

: circulation for 1902, guaranteed, daily 10.- 
(@©), weekly 12,841, Sunday 14,6 25 (40). 


ARIZONA. 
Bisbee, Review, daily. W. B. Kelley, pub. 
In 1902 no issue less than 1,250 (46). In 1/93 no 
issue less than 1,750. 


ye posuhiiens. | Daily a gy mn for 1992, 


5,820 Logan & Cole Special Agency, N. Y. 
ARKANSAS 
Fort Smith, Times. daily. In 1902 no a = 
than 1.00@ (53). Act ‘average Jor 


September, October, 1903, 8,109. 
Little Roek, Arkansas Methodist. Geo. Thorn- 
burgh, publisher. Actual average 1902, 10,000. 
CALIFORNIA. 
Morning Republican, daily. Average 
wn i902, 2,644 (67). E. Katz, Special Agent, N. Y. 


Oakland, Tribune, daily. Average for 19(2, 
pv oa Tribune Publishing Company. 


San Deen Sun. Daily average 
tor ‘002 2 2, P22 (80). ” Porterfield. pub. 


n Franelsco, Aspopent, wee 
toriane. 15,165 (81). Z. . Katz, Nae - (Ey Nn. Y 
San Franci«co, Bulletin. R.A Crothers. Av. 
for 1902, daily 49,159, Sunday 47,802 (80). 


San Francisco, Call,d’y and 8’y. J. D. Spreck- 
els. Aver. for 1902, d’y 60,885. | "y T1584 (80). 
September, 1903, daily 61 ly 61,068, Sunday 82,698. 

San Jose, Evening Herald, daily. The Herald 
Co. Average for year end. Av end. Aug.. 1902, 8,597 (86). 


San Jose, Morning Mercury, dai 
Publishing Go. Average for 1 


COLORADO. 
Denver, Post, daily. Post Printing, and Pub- 


lishing Co. Average for 1902, 88,171 (97). Aver- 
age for October, 1903, 40,640. Gdin, 1,061. 


Lg whee deg Aa 
Hartford, Times, % -™ 
16,172 (111). Perry Lukens, a ae rN Y 
Meriden, Morning Record and mn 
Repubi'n Pub. Co. Dy. av. for 1902, 7, t a 
New even. Palladium, daily. —_ ‘or 
1902, 5,500 (114). EZ. - Katz, Special ne mee 


w Ha Uni Av. for 1 est 15,881. 
w) eee Cie” pp, fo ryaee ; 


here 
1. 66 (86 ud 








New Lendon, Day, meni! Av. 1902, 5,198 (115) 
First six months 1903, 2. Aug., 193 5,750. 


Norwich, Bulletin, d daily. Bulletin Co., pub- 


nee Average for 1902, * eed (ab). ‘Average 
Jirst six months 1903, 4,99: 


DELAWARE. 
w Sunjagten, Morning News, daily. News Pub 
lishing Co., pubrs. Average for 1902, 9,485 (121). 


DISTRICT OF Coca. 
LL pe om Ev. Star, Ev. Star News- 
paper Co. Average for 1902, § ‘bona ry 748 (© ©) (122). 


National Tribune, b pe = ll 
104,599 (123). First six 
Smith & Thompson, "Rep.. N 


FLORIDA. 


yer Metropolis, dail! Aver. 
O18 (128). Average sat 6 mé » 3 months, 1903, 8, 


Gite Journal daily, every morning ex- 
cept Monday. Average for 1902, 2,441 (131). 


Tampa, Morning Tribune. daily. Tampa Tri- 
bune Pub. Cv, Average for 1902, 608 (18). 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Present average, 89,884. 


Lafayette, Walker Co. Messenger. week] 
C. Napier, Jr., pub. Av. for 1902, 1,590 (144). 


IDAHO. 
Bolne, ee a eA and wy. “pag 
+ pub. ay.. 2,582, wy 
(151). Av. ist 6 ba ah y. 2/800, wi. ‘s veo 


ILLINOIS. 
Cairo, Citizen, weekly. Year yw Dec., 1902, 
no issue less than 1,000 ily, Gas -» 1903, 1, 100: 
oo average 1902, 298 Ok (k 


m paign, News. In 1902 no issue less than 
1, foo ‘daily and 8,400 pany’ (163). In October, 
1908, no daily issue less than 2,200. 


olhtenge Ad Sense. monthly. The Ad Sense 
Co., pubs. Actual a’ verage fo for Tove, 6.088 O88 (176). 


Chicago, Ame rican Bee. urnal, eek! 
Actual average for 1902, Piss. (67). 4 a 


cuticace, Bakers’ Hel R. 
Clissold. Average for 1902, 4,050 (OO7. 


, Gtienee, ‘Pub. Oo. Saasthd, eed . stock farm,w: bor 
y. inders verage for 1 60 2 
(167). Average first — 6.740. 7 





Average for 1902, 
. 1903, 112,268, 
N'Y. & Chicago. 





. N 





r, monthly 


Chicago, Denta . A. 
Actual ep teal eee Sm) \ Ineoe ‘for 


Jirst nine months 
Chie: iw try 
16 (10) (it8). 


Dealers 


. Grain Dealers Juu 
mpany, Av. for 
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Chie Home Defender, mo. T.G. Mauritzen. | 
Act. av. 5,409 (180), Six mos, 1903, 24,888 

Chie Irrigatio’ monthly, D. H. An- 
derson. Average _ is aia. 166 () 1). pa 


ten months 1903, 22,10 


Masonic Voice-Review,mo. Ave for 1902, 
26,041 (182). For six months 1903, 26,166, 


Chieago, Monumental Nev News, mo. K. J. Haight, 
pub. Av. for year end, July, 1902, 2,966 (182), 


yy x National Harness Review, mo. Av, 
2 





for 1 91 (183). First 8 mos, 1908, 6,250, 
Park and Cemetery and Landac: ane Gastonia 
mo. Av. for year ending July, 1% 2, 2,041 (ss), 


Chie: Record-Herald. Average for 1902, 
rovers Sunday 171,81 


daily 15: @ (166). 
Chicago, The Operative Pas. meaty. Act- 
ual average for 1902, , 5,666 (1 


Phlcage, Tr Tribune, daily. ’ daily. Tribune Co. In 1902, 
yA ©0 

East St. Joule, Poultry Guitare. mo. Poultry 
Culture Pub. ¢ Average | BST (192). Av- 
erage first six months 1903, 14,888. 


Evanston, Correct Pagiicn: How to Use It, mo. 





Average for year ending Cct., 192, 9,750 ( 194). 
Kewanee, Star-Courier Pa = Bae sone, 
daily 2,410, weekl 522 (203). Ave 


1 
anteed circulation aily for August, 1903, 03, By O06. 


Peorta, Star, evenings ana Senter weuing. 
Actual sworn average for 1902, 28,74 


Roekford, Register Gazette. Dy. av. for 192 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


INDIANA. 


Bveneviib Courier, a aly and 8. Courier Co., 
wie Act 11,2 ). Sworn av. 0%, 12,- 
18. Smith & Thompeon, Sp. Rep.,N.Y. & Chicag 


ansviile, Journal-News, Av. for 1902, d’ 
11 a S'y 11,508 } (244). E. Katz, Sp. Agt., N. 


oshen,. Cooking Club, monthly. 


1000. 25,501 (247). 
housewives keep every 








Average for 
lent medium, as 
"y issue for daily reference 


Eationagetia, News, dy. Hilton U* orevn. ge n. 
mgr. Av. for 1902—actual actual sales—62, 188 (250 


Latavette, Morning Jou Journal, dai'y. pcveel 
average 1902, 8,002 (254); November, 1003, 4,48 


Fr - pen » Rantan. @ a Tec atestinke, = 
ual average for ia ( ‘or mont 
ending October 3/, 1903 8,75 


Munete, Star, d’ and Sy. S’y. Star Pub. Co. Year 
ending Feb. 1908, d’y 21,468, S’y 16,585. (260). 


Netre Dame, The Ave Maria, Catholic weekly 
magazine. Average for 1902, 25,976 (262). 


Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1, 320 (264). 

Richmond, Evening Item. Sworn av. for 
1008, 8,124 Bame for August, 1009, 8,237, 


Seuth Bend, Tribune. Sworn dail 
1902, 4,861 (267). Sworn av. for Oct., 


IOWA. 
Arlington, News. All home-print weekly. W. 
F. Lake, pub. Average for Ii for 1902, 1,400 (282). 
Burlington, Gazette, dail Thos. Stivers, 
pub. Average first nine A < 1908, 5,756. 


m, Hawk-Kye, daily. J. L. Waite. 


, 6,818 em). Ju June 30, 1903, 7,018. 


average 
047. 


Bartin 
Av. for 1 
Fay Bros. b- 

OSs (ste). . Accorded 


Clinton, Advertiser, dail rx’ 
lishers. A 
larvest dat Feekadten' ds 





1esT une be Times. onl av, 1902 6,882, s.-wy, 
Dy. av. October, 1903, 8,526, Cir, 
an more than double uble of as any Davenport daily. 


Des Moines, Lafayette You 
ublisher, Actu for 1902, 24,01 


Sie pete tal, daily. 
293). mis apt ‘ weobors ti 1903, 81, 5388. 





Des Mo! C Ost onth- 
ly. Still Gallege, Rao for 1902, Mo Ged aon, 
Des Moines, News, daily. Aver. 1902, 87,118 
(298), First 9 mos. 1903, aver., sworn, 41,871 net. 


Spirit of the West,wy. Improvement in breed- 
ing horses and live stock. Av. for 1902, 6,095. 











Des Moines, Wallace's Fat Farmer, wy. Est. 1879. 
Actual average January, 1903, 80, 605 (294). 
pu buque, Catholic Tribune, weekly. Catholic 


I 
Printing Co., pubs. 


Museatine, Journal, dy. av. 1902 8,712, s.-wy. 
2,711 (315). Dy. av. set 6 months (908 4,188, 


Ottumwa, Courier. Dy. av. 02 4,491, s..wy.6,- 

984 (319). /st 6 mos, 1903, dy. age oy 7,291. 
Sheldon, Sun, d’'y and w'ly. A. Carson. 

Average for 1902, d’y 486, w’ly 2, bad (323), 


Shenandoah, Sentinel, tri-weekly. Sentinel 
Publishing Co. Average for 1902, 8,681 (323). 


Actual average 1 02, 4,801, 


By City, Journal. Dy. av. for first 8 mos. 

1903 (eworn) 19, Sem, dy. oo i Aug. 19. a ap 

Records always The undisputed leader in 
its big, virgin fle "i902 average 16,968 (52%). 


KANSAS. 
Atehison, Globe. daily. E. W. Howe. (3%). 
Offers to prove 5,200 daily circulation for 1903, 
or receipt any adv ertising bill, 


Girard, Ap 


J. A. Way- 
land, i 


peal to Reason, ++ 
Average for 1902, 195,809 


Hutchinson, News, d’y and w’y. Wy, durin 
1902, no issué less than 1,920 (346). E. Katz, N. 


Te 
mon 


oka, Western School Journal. sgeeetiones 
ly. Average for 1908, for 1902, 8,116 (362 


Wiehita, Fagig.d’y and w *yand w’y. Av. 1902, d’y 16,- 
781, w’y 6,67 din. Y. & Chicago. 


KENTUCKY. 
Cleverport, Breckenridge News, esky. . 
D, Babbage. Average for I , 2,248 ( 


on, Leader. Av. for 1902, d’y 8,788, 
6, S’y 4,008 (373). EZ. Katz, 8. A., N.Y 


Leule«ville, Evening Post, oy, kveni. Post 
Co., pubs. Actual average for 1902, 26,895 (374). 


Padueah, Sun. daily. Sun rent Co. Av- 
s e for year ending guns, J tg (378). 
ily average for September, / wos B1OR 


TATRA. 
New Orleans, vem, daily. 


publisher. Average for year alts 
16,259 (387). Official journal city 


New Orleans, Louisiana Planter and Su 
Mfr, wy. In 1902 10 issue less than 8,000 (387). 


Lexin 
w'y 2,8 


M. Denholme, 
June, 1902, 
ew Orleans. 





The Southern Buck, official organ of Elkaom 
in Louisiana and Mississippi. Av. 02, 2,866 (388). 


gana —-ap 
ata, Comfort, mo. \V. Gannett, pub. 
average for 1902, 1 er4, 786 (391). 


Augusta, Kennebec Journ on aaa w’y. 
Average d’y, 1902, 4,719, w’y 2 188 cn 


Bangor, Commercial. Average for 1902, daily 


Au 
Act’ 





7,846, weekly 29,012 (392), 
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aaladiiainainiadeers 
wiston. Evening Jou |. Saranac, Advertiser, weekly. H.T. Johnson. 
tor 1902, 6.640 (@@). weekly Th. 250 (@ @) GH). | No issue in'1902 leas than 2,600 (474). 
Phillips, Maine Woods, ner J. W. Brack- | MINNESOTA. 


ett. Average for 192, &,Als 1u ¢ 


Portland, Evening Express Arecoe for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 
Baltimore, News, daily. Evening News Pub- 
lishing Co. Avera y= 41,588 (402). For No 
vember, 1903, 46,9 


aneeaceieuntten. 
Boston, Evening Transcript ( ) (412) Boston's 
tea table paper. Largest amon amount of week day adv. 


Boston, Globe, average for 

Daily, 196.579; Sunday. ate. 8.206 (412-413). 

First 9 mos. 1908, dy. 195,292, 8 99%, 282. 

Largest circulation in New 

Advertisements go in morning am afternoon 
editions for one price, 


Boston, New England ngland M ine, monthly. 
America Go., pubs. _Average I |, 21.580 (420). 


Pilot, every Saturday. Roman Catho 
eff rey Roche, editor. (CoToy) 


Boston, Post, dy. Average for 1902, £e4-238 
(413). Av. for Oct., 1903, dy. 185,804, "Sy. 172,- 
006. Largest p.m. or a.m. Y sale in New Evgland. 


Boston, Traveler. John H. Fahey. Established 
18%. Actua! daily average Be. 78,852 (413). 
For first six months 1903, 76,40 


Fast Northfield, Record of Christinn Work 
mo. Av.for yr. end’g March, 1903, 20.541 (425). 


_ jan Jett 





Daily Times. Average for 1902, 


Gloucester. 
First seven months 1903, 6,629. 


6,247 (427). 


Lawrence, Telegram, daily. Telegram Pub- 
lishing ( o. Average for 10uz, 6,701 (428). 

Salem, Little Folks, mo., juvenile. 8. E. 
Cassino. Average for 1902, 8, 50 (434). 

Springfield, Good Housekeeping, mo. Avg. 
for 1992, 108,666 (436). For year end. Dec., 


1903, 185,992. All advertisements guaranteed. 
Springfield, Republican (435). Aver. 1902, d 
15,406 (@©), Sunday 18,988 (@O). wy. 4, 17%. 


Worcester. Evening Post, daily. Worcester 
Post Co. Average tor 1902, 1 1902, 10,556 (439). 


Worecester, (Opinion Union, Publique, French, dy. 
Act. av. Sept., 1903, &, 246 (#); 5.070 (%). 


MICHIGAN. 
Adrian. Telegram, @. W.Grandon. Av. for 
1902,1,270 (440), Av. first re in 1903, 8,650, 


Detroit, Free Press. Average for 1902, daily 
41,952, Sunday 51,260 (450). 
Av- 


Detroit, Times, ov... eteets Times Co. 


erage for 1902, 27,657 (4 


Grand Rapids, Evening Press, ev. We Ssiek 
for 12, 88,216 (456). First 8 mos., 1903, 86,18 


Grand Rapids, Herald. daily. ge 
Conger. Average for 1902, 20,156 . Only 
morning and only Sunday po paper in its field, 


Jackeon, Citizen, daily. James ©’Donnell, 
pub. Actual average for 1902, 8,887 (461). Av- 
erage for first six months 1903, 4,828, 


Jackson, Press and Patriot. Daily average 
1902, &, O82 (461); for October, 1903, &, 924. 


Kalamazoo. ~ h. 02, dy. 7,408,s.-wkly. 
7,579 (462). 03, d. 8, 424, 8.-w. 8,414. 


Si for 
. . 








naw, Evening —< 


848 (473). 


ay SS 
1902, October, 1903, daily 12. 


| 








Minneapolis, Fi: , Stock me, semi- 
monthly. Actual ovens 1902, deen co Act- 
ual average July-October, 1908, 74,88 


an emonnetia, Farmers’ Tribune. week. 
J. Murphy, pub. Av. for 1902, Si7i4 14 ¢ (49%). 


Minneapolis, Journal, dail Journal] Print- 


ing Co. For 1902, 54,628 (495). 
Minneapoli«, N. W. Agriculturist, s.-mo. Feb., 
"03, 78,168 (498). 75, guar’d. 3éc. agate line. 


Northwestern Miller, weekly. Miller Publish- 


ing Co. Average for 1902, —e ee ©) (497). 
Minneapolis, Svenska A Posten. 
8. J. Turnblad, pub. 1902, nie, AOS. avn). 


Minneapolis Tribune. W. J. Murp! b. 
Average for 1902, daily, 66,872 2 00); Ban: 
‘0 Now. 4 
— average for Oct Ca 
ae t 0 
ge for November, 68,181. Daily or. 
or Norember, 7 464. 
The erage en dutty listed in Rowell’s 
America hee ite Direct 
n oey vou tory 
a ~ to 


dows 40 
date in ay ‘oF Eom or else- 
where. The Tribune is one of the 
nine American n 





Newspaper Directc ye Advertisements go in both 
morning and evening editions for peng 


Minneapolis, Western Progress, m 
to Western interests. Av. for 1902, 10,000" (oo 


St. Paul, Dispatch, dy. Aver. 1902, 49 
(505). Present aver. 58,181. ST. PAUL'S LhaD 
ING NEWSPAPER. 


St. Paul, Globe, daily. Globe Co.. 
Actual average for 1902, 22,825 ( 
mos. 1903, $1,5 


St. Paul, aaa dy. Aver. 192. 80.619 (605). 
First 9 mos. 1908, sworn average 84,081 net. 

St. Paul, Pioneer-Press. Daily average for 
1902 84,151, Sunday 80,986 (506). 

St. Paul, The former. agri.,s.-mo. Est. 1882. 


Sub. 50c. Prof. . Act. av. year end. 
Feb., "03, 62.875 (507). “4a. present av. 80,000, 


St. Paul, The Jolly Elk, mo. Av. 1902, 8,891 
(07). Last six months 1903, sworn to, 8,889. 


Winona, Republican and Herald, daily. Aver- 
age 1902, 8,2@2 (512). Av. past 6 months, 4,109. 


Westlicher Herold. Av. 1902, 22,688; Sonntegs 
Winona, 28,808; Volksbl. des Westens, 28,826, 


win 
First 9 


MISSISSIPPI. 
Viekaburg, American, daily. In 1902, no issue 
less than 1,850 (522). In 1903, 1,900 copies. 
MISSOURI. 


Joplin, Globe, dail Average for 1902, 9,414 
(541). EZ. Katz, Special Agent Agent, New York. 


Tone w’y. Average 
876, week weekly 161,109 rth aa 


"soem Implement Trade J'rn’l. 
xc Sat ae.6 5 mos. "63, 9,895. 


Kansas Guy, Journal, d 
for 1902, daily 56 


Kansas ag 4 
Av. Aug., 02, 


Kaneas City, World, dait daity. Aver, 1902, 62,- 
978 (542). First 9 mos. 1903, aver., sworn, 61,452. 


Mexico, roa — and Ors 
and hortic., 


(549). Actual fosoncl May, ye a= 71008, ve ae 
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St. Joseph, Medical Herald, month'y. _ eeotienl 


Herald Co. Average for 1902, "7,475 ( 


St. Joseph, 300 8. 7th St,, Western Fruit Grow- 
er,m’ly. Aver. for 1902, 28,287 (557). Rate /5e 
per line. Circulation 80,000 copies guaraut’d. 


An Louis, Medical Brief,mo. J. J. Lawrence, 
M.,M.D., ed. and pub. Av. for 1902, 88,058 (563). 


yy Farmer and Stock Grower, mo. Av. 9 
mos. end. Oct., 03 105,500. 1902, 68,588 (608), 


St. Louis, The Woman’s M ne, monthly. 
Women and home. Fe Pub. Proven aver- 
age for 1902, 908. prov en avera 
Sor first 9 mos, in 9 i 115.766. Commencin 
ot tye 1903, every ‘issue mnt aire be 

count. prot reula- 
Hae of any 060 copies ull in the world. 


MONTANA. 
onda, Standard. Da 
1 isos (572). MONTANA'S BBS sT tT NEWSPAPER. 


Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average’ for 1902, 10,101 (573). 


Mahone. Record, evenin Record Publishing 








Co ve for 1902, 7,974 (574). Average Jan- 
uary ‘st to May 3/st, 1903, 10,209. 
NEBRASKA. 


Lincoln, Deutsch-Amerikan Farmer, weekl 
(590). Av. for year end, April 30, 1903, 144,554, 


Lincoln, Freie Presse, weekly (59). Average 
Sor year ending April 30, 1903, 144,554. 


LineolIn, Nebraska Teacher, monthly. Towne 
& Crabtree, pub. Average for 1902, 5,100. 


Lincoln, Western Medical Review, mo. Av. yr. 
oe May, /903,1,800,. |\n 1902, 1, 660 (591). 


aha, Den Danske Pioneer.wy. Sophus F. 
Noble Pub Co. Average for 1902, 28,47 (594). 


Omaha, News, daily. Aver. for 1902, 82,777 


(304). First 9 mos, 1903, sworn aver. 40,055. 


NEW HAMPSHIRE. 


Franklin Falls, Journal-Transcript. weekly. 
Towne & Robie. In 192, no issue less than 8,400, 


wy 4 Herb. N. Davison. 





average for 12 eae 
oe ‘or 1992. 
& Btwart N. Y. Rep., 150 Nassau St. 
‘law JERSEY. 


Asbury Park, Press dy. J. L. Kinmonth, pub. 
Act. av. year end, uly 31, 34, 05, "08, 8,7 OR. In 028,556. 


Camden, Dail Courier. Est. 1876. Net aver- 
age circulation for year end, Oct., 03, 6,885 (2). 

Elizabeth, Evening Times. Sworn aver. 1902, 
3,885 (616). 6 mos. 1908, 8: 





Elmer, Times, weekly. S. P. Foster. 
for 1902, 2,085, (616). 


Observer, daily. somal average 
(619); Sept., 1903, 22,75 

Jersey City, Evening ‘Journal, dy. Ave 
for 1902, Vz, 5 2 (619). 7st 6 mos. 1903, 18,407. 


Jersey City, Sunshine, mo. Floridy. 
Aver. for year ending Jan., 1903, $1,500 (426). 

Newark, Evening News. Evening News Pub. 
Co. Av. for 1902, dy. 50,406, Sy. 15,915 (621). 


Newmarket, Advertiser:’ Guide. ~ Py ad 
Day, publisher. Average for for 1902, bo 


ant. Bou’: Register, ter, weekly. Sst. - John 
Actual average 1902, 2,857 


Average 





Hoboke 
1902, 18, 097 


NEW YORK. 
Amon: Journal, evening. Journal Co. Aver- 
age three months 


to’ October 4, 1903, 17,521, 











Albany, Times-Union, every evening. Estab], 
1856. Average for 1902, 25, 254 (635). 


Binghamton, Evening Herald, daily. Evening 
Herald Co. Average for 1902, 10,391 (638). 


Buffalo, Courier. morning : Enquirer, even- 
ing. WwW. J.Co e for 1902, morn- 
ng 48, bide e evening 80, 401 (641). 


Buffalo, Evening News. Dy. av. 1902, 74,284 
Smith & Thompson, Rep., N. Y. & Chicago. 





(641). 
Corning, Evening Leader, daily. Average for 
1902, 4,064 (647). September, 1903, 5,955. 
Cortland, Democrat, weekly. F. C. Parsons. 
Actual average for 1902; 2,228 (647). 


Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 
Gare by darit or wT tens investigation. 
i 











th & Stuart, ! ep., 150 Nassau St. 
Ithaca, News, daily. Ithaca Publishing Co. 
Average for 1902, 8,116 (658), Av. for Sept , 1903, 


4,500. Leith & Siuart, N.Y. lKep., 150 Nassau St. 
Newburgh, News, dy. Av. for 1902.4, 257 (666). 
Guaranteed by affidavit or personal investigation. 
New York City. 
American Kngineer, my 
pub. Av. 1902, 8,816 (681). 
American Machinist, w’y, machine constrtc. 
(Also European ed.) Av. 1902, 18,561 (© ©) (670). 


Amerikanische Schweizer Zeitung, 





R. M. Van Arsdale, 
"Av. 10 mos, '03, 8,745. 


w 
Pub. Co.,62 Trinity pl. Av. for 1902, Sooo. 
Automobile Magezine, month! ‘ cuascaneones 


Press, Average for I 1902 8,750 ( 





Baker’s Review, monthly. W. R. Gregory Co., 
publishers. Average for 1902, 8,088 (686). “Arer- 
age for first six months end. July 31, 1903, 4,416. 

Benziger’s Magazine, famil Ben- 
ziger Bros. Average for 1902, q 


monthly. 
8.479 (636) 


Caterer. monthly. Caterer Pub. Co. (Hotels, 
Clubs, and high-class Rest.). Average for year 
ending with August, 1902, 5,888 (687). 


Cheerful Moments, monthiy. Geo. W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 


Clipper. weekly. “Frank @ Queen Pub. Co., Ltd. 
Average for 1902, 26, +844 (OO) (673) 


Delineator. fashion n mo. Py ty Pub. Co., 
Ltd. 1872. Av. 1902, 721,909 (688). Act. ar. 
cire’ n for 6 months ending June, 1903, 876,987. 














El Comercio, mo. Spanish e 
ard Clark Co. Average for 1902 ore eas 


Electrical Review. weekiy. Electrical Review 
Pub. Co. Average for 1902, 6,212 (© ©) (674). 


Engineering and ootining 
Est. 1866. Average 1902, 10. 


. = 


Journal, weekly. 
OY, (© ©} (674). 


Forward Association. 
81,709 (667). 





Forward, daily. Aver- 


age for 1902, 


Frank Leslie’s “hy Monthly, Frank Leslie 
Sag ow House. Actual av. for rrrk 204,621 
(690). December, 1903, edition, 258,650 copies. 





Hardware, semi-monthly. Average for 1902, 
8,802 (683); Sirst half 1903, 9,1 862, 


Morning F mn ty aph, dail: daily. Daily glee hh 
Co., pubs. Average for 1908, ‘Or 1902, 28,228 (668 <i 


Music Trade Review, music music trade and art week- 
ly. Aver. for 1902, 5,452 (677). 


New Thought Magazine, moved to ee? eure 
City. Average ending January, 1903. 
(183). Average ending December, 1903, 10Loee, 





sworn, The only medium Sor New Thought people. 

















PRINTERS’ 1NK. 









A Roll of Honor-— Continued. 





Pharmaceutical Era, weekly, pharmacy. | 


Haynes & Co., puvs., 8 Spruce street. (© ©) nae, | 
Pocket List of Lpatpes Officials, aly. ie 
Transp. Av, 02 , 17, 992. 


. 17, 696 (702) ; av. 
Police Chronicle, weekly. Police, , Chronicle | ¢ 
Puv. Co. Average for 1902, 8,650 (679 


Printers’ Ink, weekly. A ++ for advertis- 
ers, $5.00 per year. Geo Rowell. Est. 1888. | 
Average for 1902, 18,987 ‘Gt. 


Railroad Gazette, railroad and caegnoering | 
weekly. 83 Fulton street. Est, 1856. (OO) (680). 


The Central Station, monthly. H.C. Coming. 
Jr. Av. for year ending May, 1902, 8,488 (687 





(676). ¢#" For more than a generation the | 
ing ication in the hardware, iron, nome 
aud metal t 
Printers’ Ink awarded a sterlin Leftcer. Sugar 
Bowl to the Iron Age, ere ed as 
Awa cae 20, 1904, 


a Ne 
“by Printers’ Ink, the Little 
“ Schoolmaster in'the Art of 
ps wer ertising, ys The Iron Age, 
“- pa: er a canvass- 
“ing 7 = merits extending over 
n pronou mnelthe ons trade paper t Ge 
one tr paper in 

ps « Owibed States of America that, taken ail in all 

“ renders its constituency t tt service and best 
“ serves its purpose as Tn medium Sor communica- 
“ tion with a specified cl 


The New York Times, eas. Adotph 8. Ochs, 


publisher, 1902 A ( (oO) ¢ 
Wilshire’s Magazirfe. Gaylord Waeiee, ed., 
123 EF. 23d St. Act. av. ending Sept., 1902, 46, 000 


(1088). Actual av. first eight mos., 1903. 100,625. 


Rochester, Case and Comment, mo. Law. Av. 
for 1902, 80,000 (715) ; 4 years’ average, 80,186, 


A. N. Liecty. 


Sehenostady. Gazette, daily. 
Average for t 


Average for |! 9,097 (718). 
month 3, a} 1903, 18,011 ° 


Syracuse, Evenin Tterald, daily. Herald Co., 
pub. Aver. for 1902, dy. $2,118, Sunday 29,009. 


Ttlea, National Flectrical Contractor, mo. 
Average for 1902, 2,292 (723) 


Otto A. Meyer, publisher. 
723). 





Utiea, Press, daily. 
Average for 1902, 18,618 ( 


Warsaw, Western New Yorker, weekly. Levi 
A. Caan. publisher, Average f for 1902, 8,468 .72%4) 
Wellaville, Reporter. orter. Reporter Ptg. House, 
pub. Av. for 1902, dy. 1,044, s.-wy. 2,744 (726). 


Whitehall, Chsonicle, weekly. Inglee & Tefft 
Average for 1902, 4,182 (726). 
NORTH CAROLINA 
Lexington, Dispatch, In 1902 no issue less 
than 5,000 (735). ler. fet 8 8 mos. 1903, 6,800. 


Raleigh, Biblical Recorder, wey. Average 
1902, 7,685. Six months 1903, 8,691. 
NORTH DAKOTA. 


Grand Forka, Normanden, week! 
den Pub. Co. Average for 1902, 4,8 





Norman- 
9 (744). 


Herald, t ts aoe An FEO Gee. Actual a 
is “ae T 5 orth Dakota's BIGGEST 
; a Coste Maxwell, N.Y. R 
OHIO. 


nm Journal Daily average 1902, 


Akron, Beaco 
7,869 (750). Year ending Sey Sept. 30, 1908, 8,065. 


| Star 


The Iron Age, weekly, established 1855 @® | M 





Ashtabula, Ame rikan Sanomat w’y. Aug. Ed- 
Average for 1902, 8,558 (752). 


wards. 





Cineinnati, Enquirer. Established 1842. Daily 
(©), Sunday (© ) 761). B Beckwith, New York. 


Cincinnati, Mixer and Serv and Server, monthiy. Actual 
| ave for 192, 18,088 Si First eleven 
months 1903, actual aver. 42,591. orga 

Hotel and Restaurant ‘Employees’ nt, Alliance 
Ss es Parteners’ Int. League of America. WATCH 


Cincinnati. Phonographic Magazine 
Phonog. Institute Co. Av. for 1902, 10.10% (764). 

Cincinnati, Trade Review, my. agitisttants & 
Highlands. Av. for 1902, 2,584 (7 


Cincinnati, Ti , ay. Cinci ti Tim: 
tar Pub. Co. Act. aver. wer. for 1902, 148,018 (761). 
| Act. aver. for first six months 1903, 147,601, 


n 


St 





Cleveland, Current Anecdotes (Preachers’ 
ag.),mo. Av. year end. Sept., 1902, 11,875 (768). 


Columbus, Press, daily, 
Printing Co. Actual av. for av. 


democratic. Press 
‘or 1902, 24,989 (770). 


gent Agent, monthly. E. L. Moon, 
$02, 4,958 (771). 


News Pub. Co. Average 
October, 1903, 16,809. 


Columbus, Sales / 
publisher. Average 





Dayton, News, dy. 
for 1902, 16,520 (773). 


Laneaster, Fairfield Co. Republican. In A 
ust, 02, no issue Jess than 1,6 0 for 2 years ( 


Springfield, Farm # and Fireside, oqriestiums, 
oemon. . est. >: , . ay ie, =. 

1, ). ual ar ‘or fir ie 
months, 1903, 840,875. iiek: 


Springfield, Woman’s Home Companion, 
household monthly, est. 1873. Actual av. for 1902, 
862,666 (800). ctual average for t six 
months, 1908, $85,166, 


Toledo, Medical and ae Reporter, mo. 
Actual average 1902, , 10,9 17 (802), 


Toronto, Tribune, », weekly Frank Stokes, pub- 





he | lisher. In 1902, no issue less than 1,250 (802). 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy Actual aver. 
1902, 22,178 (813). Year end. June 30, '03, 24,198. 


Guthrie. Oklahoma § State | Capital, dy. and 
Average for 1902, dy. 18.806. wy. 31 Bee (813). 
Year ending July /, *03, dy. 19,868; wy. 28,119. 


OREGON. 
Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898 (820). 


Portland, Fven 


Telegram, oy, (ex. Sun). 
Sworn cir.’03 (8 mos.), 6, 


7,828. In’02, 866 (824). 


Portland, Pacific Miner, semi-mo. i; eer 
1902, 8,808; first 8 mos. S08 4,912. 


ending Sept., 
PENNSYLVANIA. 
alitcehs aie! Ammscionn Tourist, mo. Av. year 
0 (878). This paper was former- 


Aug., 
iy Dublished th para and is now continued un- 
the name of The American Home Companion. 


Actual av. for 


Coenen ville, Courier, woe. 
- The“ Courie a daily issue 


1902, 8,16. 
since ‘Nov. bo ; 





PY 


Erte, Times, dail Average | for} 10,6 45 
(843). E. Katz, 8; Spesial Agent, New York. i 


Harrisbu noe ih, ay. No issue for year 
( 





end. Feb., r 
end. July, ‘03, 9, 429. ." Average Sept., 03, 10,881. 
Philadelphia, American M edicine. 1a: Av. 
for 1902, 19,827 (865). Av, March, 1903, 16,827. 
Philadelphia, Camera. Frank V. 
Chambers. Average for 1902, eras (871). 
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on bitadetphia, Farm Journal, month! Wy. wil 
Atkinson ed publishers vane 


for’ 1902, 528,127 ( Printers’ Ink awa 
the seventh Sugar Boel to are Journal with this 

= Saorded June 2th, 1902, 

* Printers’ Jinks, ‘The Litt 
« master’ in the Art of 
* Advertising, to the Farm 
* Journal After a canvassing 
- of 7 half “of — extending over al 
serio 7) a omen a 
Ps dined the inthe Uni t ite States, 

a Ee. one that beat serves its a 
“as anu ed and cou Sor the is purge 
“ral population, and as an effective and economt- 
bo jum for com municating with them, 
“ through ite c advertising columns.’ 


Philadelphia, Grocery W orld, wy. Grocery 
Pub. Co, Av. for 192, » AO8 (867). Average jirst 
six months 1903, 9,780. 


Philadelphia, Press. Av. circ. over 100,000 
daily. Net average for Oct., 1903, 107,474 (%), 

Philadelphia, Public Lesage rer, daily. Adolph 
8. Ochs, publisher. (© ©) ( 

Pattaseiphie. Reformed Church Messenger, 

w’y. 1306 Arch at. Average | for 1902, 8,574 (868). 


Philadelphia, Sunday § 
Average for 1902, 1 
4, 1903, 108,057. 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of THe BULLETIN for each day in the 
month of November, 1903 : 








School Times, “oul 
& (869). arage, to July 
Religious Press Asso., 














16 
17 
161,465 18 
434 19 
155,005 20 
152,170 
2... 
23 
see mat 3. 
cool ee 
154,165 28.. 
oes 1 2. 
Sunday so 


Total for 25 $,824,712 copies, 
NET AV VERAGE. Boies NOVEMBER, 


152,988 copies per day 


Ww. L. se Publisher. 


Philadelnhi 
} L 





‘HE BULLETIN goes daily inte more Philadel 
phiet homes than &y other medium 
THE BULLETIN has by many thousands the larg- 
est local circulation of any Philadelphia news- 
paper. 


Pittabu Chronicle-Telegraph. Aver., 1902, 
olen ri Sworn Giatonent on application. 
Gazette, d’y and Sun. Aver. d’y 

1900" Gores (876). Stoorn stati statem’t on application. 
an ae p Habor World, Wortd, eid, wy. Av. "02, 16.088 


class of workmen in U. 8. 


5 burg. pat daily. Wm. H. Seif, pres. 
Average for’ 1902, 59,571 (876). Average first six 
months 1903, 64,871. 

m, Times, ev evenin, Bee. J. 
» for fo02, 19, 9,917 ( 


rren, Forenings eS ‘Swedish, mo. 
an 1908, 1,641 (889). Circulates Pu., N. Y. and QO. 


Seran 
— 








Washington, Reporter, daily. John & [a Stow. 
art, gen. mgr. Average for 1902, 5,85 


Weat Chester, Local News. ety. Nets H. 
Hodgson. Average for 1902, 15,086 

York, Dispatch, daily. es ~~ 
Co. Average for 1902, 80 Average for 
October, 1903, 8,166. 


RHODE ISLAND. 


Providence. Daily Journal, 15,975 ( 
Sunday 18,281 (@©0). vening Bulletin 87,. 
581, average /902, Providence Journal Co., pubs. 


SOUTH CAROLINA. 
Andersen, People’s Advocate, week! 
Browne. Aver, 1902, no issue leas than 5 AS 


Columbia, ote, daily, State Co., publishers. 
Average for 1902, 5,777 (901) Daily guerage for 
the first six months of 1903, 6,661 cop 


SOUTH DAKOTA. 


Sioux Falla, Argus Leader. Tomlinson & Day, 
publishers, Actual daily average for 1902, 5,819 
(915). Sworn average for August, 1903, 9,487, 


TENNESSEE. 


Chattanooga, Southern Fruit Grower, mo. 
Actual average 1902, 11,204 (920). Bote, 9’cents 
per line. Average for September, 1908, 15,156. 


Galette, Semi-weekly News. In 1992 no issue 
less than 1,850 (923). iret 6 mos, 1903, 1,425, 


Knoxville, Sentinel, daily. Average 1902, 
7, TO (925). Average October, 1903, 10,716, 


Memphis, Commerc “ial Ap’ nl, daily, Sunday 
on re: rage, 1902, jaily 27.506, Sun 
day 84,910, weekly 74,818 (927). fees | 9 mos. 
1903, dy. 28,445, Sy. 87,218, wy. 76,92: 

Nashville, Banner, guy. Av. for year endin 
Feb., 1908, 16,078 (929) or er eas 19 


( 
556. Only Nashville d’ yeligit le to Roll of Honor. 


Nashville, Christian Advocate, w’y. Bigh 
& Smith. Average for 1902, 14,241 an. tae 
TEXAS. 


Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisber. Average for 1902, 1,000 (944). 





) (896), 


ae Denton Co. Record and Chronicle, 
C. Edwards. Av. for 1902, 2,744 (945 


i Paso, Herald, ‘daily. Average for il 
8.245 (946). J. P. Smart, Divect R tative, 
d _— au St., New York bas jd —y 4g XS 

merican "New eepaper 
 - of the two dail d pa. oar El ie 8 Teras, 
are rated. o 7. tgt the poguracy of the 
HERALD rating, thas 
tm that ¢; vetimnee” rating tt ~ Sia = 
TERS’ INK, July 22, 1903. 


Porte, Chronicle, weekly, 
ane Average f. tor 1902, 1, a0 Yon) E Sete, 
Paris, Advocate, dy. Fur ib. 1902 
no issue less than 1.150 (08) rp ty Ne 257. 
UTAH. 

Ogden, Standard. Wm. Glassman, c Av. 
for 1902, daily 4,028, semi. weekly 8,081 (970). 
VERMONT. 
re, Times, daily. 7S E. jan ley. A 
2854 "0i4). Firat rity fier) aman 

mn vineama. 

Neorfo Dispatch, dail Dail erag 
1002°5,098 (985). dug. 108, 8,494. 
WASHINGTON. 

Spokane, Saturday tor, weekly. Frank 


e. Average for 1 , 5, 886 (999). 
Tacoma, Daily News, dy. Av.02, 18, 
Av, 9 mos. 1908, 14,014. Satu Saturday fae, 18. Behe 
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Dy. av. 1902, 10,9865, 8y., 

14195) oF x - ar (1001). Av. 7 mos. 
Dy.,1 2,500; Sy., 15. wd ry.» aes B00. 
&.C.Beckwith, rep., Tribune Bldg.,N.Y.& Chicago. 


WEST VIRGINIA. 
Kingwood, Preston Co. Journal,wy. W 
Whetsell. Av. "tor 1902 1,507, /st 9 mos. 05 1, tis. 
Porkersbure, © Sentinel, Salty. " G. Hornor, 

pub. Average for 1902, t, 2,804 


Wheeling, News. d’y and a Sy. News Pub. Co. 
Average for 1902, a’y 8,026, S’y 8,805 (1011). 


WISCONSIN. 


Madison, Amerika, weekly. pueriee Pub- 
lishing Co. Average for 1902, 9,496 (1026) 


Milwaukee, Badger, monthly. Badger Pub. 
Co. Aver. for year ending March, 85,822 (1032); 
since October, 60,000, 


Rate, 30c.a line. 
Milwaukee, Evening Wisconsin, daily. ve. 
Wisconsin Co. Av. for 1902, 20,748 (© ©) (1029). 








Milwaukee, Journal, daily. Journal Co. eae 
Av. end. Feb., 1903, 29,425 (1029). Oct., 84,204. 
Oshkosh, Northwestern. “* .__Av. for 1902, 
5,902 (1036). First 4 mos 1903, 0. 


Raeine, Journal, daily. Journal Printing Co. 
Average six months to July 1, 1903, 8,706, 


Agriculturist, weekly. 


Raeine, Wisconsin 
1039), For year ended 


Average for 1902, 27.515 ( 
October 3/, 1903, 81,989. 


Waupaca, Post, weekly. Post Publishing Co. 
Average for 1902, 2, 588 (1044). 





BRITISH ee 
Vancouver. Province, dail C. Nichol 
publisher. Average for 1902, 1902. west (1051). 


Victoria, Colonist, daily, Colonist P. & P. Co. 
Average for 1902, 8,574 (1051), 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten, German weekl, 
Average for 1902, 8,161. ‘st ist 9 mos., 1903, 9,1 
Winnipeg, Free Press, daily and weekly, fi 
erage for 1902, daily 1b.841, weekly 16,674 
(1054). Daily, first ten months, 1903, 18,206. 


NOVA SCOTIA, CAN. 
Halifax, Herald and Evening Mail. Average 
for 1902, 8,57 1 (1060); Aug.-Sept., 1903, 10,546, 


ONTARIO, CAN. 
Toronto, Canadian Implement and Vebicle 
Trade, monthly. Average for 1902, 5,250 (1087). 


Toronto, Star, daily. Average for 1902, 14,- 
161 (1084), Six mos. to October 1, 1903, 21,880. 


QUEBEC, GAn. 


Montreal, Herald, daily. Est. | Av. for 
1902, 18,857 (1093). Six months, 1903, “ 492, 


Montreal, pee. Treffle Bert nne Tee. 
lisher. Actual average 0. 
Average to Sept. ist, 1903, 75.0rb (1093), 


Montveat, Les Debats, wy. Ed. Charlier, 
Av. 1902,6,577. This paper is now publ ubtianed wn: 
der the name of Le Combat Journal Independen: 


Montreal, Star,dy.& wy. Graham &Co. Av. 
for ’02, dy, 55.079, wy. 121. 418(1093). Six mos. 
end. May 3/, '03, dy. av. 65,147, wy. 12%,157. 





wa No Amount of Money 








Bae can buy a place in this 





Mae list for a paper 





BaF not having the 





SF requisite qualification. 
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Seventh 
Sugar Bowl 





Awarded June 25th, 1902, 
By PRINTERS’ INK, “ The Littie Schoolmaster” in the 
Art of Advertising, to 


The Farm Journal 


After a canvassing of merits extending over a period 
of half a year, that paper, among all those published 
in the United States, has been pronounced the one 
that best serves its purpose as an educator and 
counselor for the agricultural population, and as 
an effective and economical medium for communi- 
cating with them through its advertising columns. 





ADVERTISING space limited. All in 

January number was sold November 
24th, three weeks in advance of closing. 
Space for February and March should be 
engaged at once. 














PRINTERS’ INK. 


oe ee & Oo eterrrewre 


This is 
Why 


According to Printers’ InK the 


was awarded to the Farm Journal: 


It is “condensed ; articles go right to the heart 
of things; an exponent of good, common sense ; 
teaches carefulness and economy; teems with 
shrewd observations; advertising columns are a 
hand book for farmers’ supplies, that for useful- 
ness and reliability have no equal in the world.” 





Farm Journal 


is unlike 
any other paper 


ee ae 


: 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
t@ Issuea every Wednesday. Ten cents a 
advance. “ge price, we dollars a year, in 
Six dollars a hundred. No back 


printed from plates, it is always = 
af issue a new edition of five andred So} 


Rs’ INK for tne benefit of advg. patrons may, on 
application, obtain special contident.al terms. 

t@ if any person who has not paiu for it is re- 

PRINTERS’ INK it * ———— some one has 
subscribed in his name. ry paper is stopped 
at the expiration of the Rn, paid 
CHARLES J. Zince, 
Business Manager and Managing Editor. 


OFFICES: No. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill, E.C. 


NEW YORK, DEC. 9, 1903. 
ADVERTISING HELP. 
III. 

















The one essential feature in 
every business is to know its true 
condition, to know at all times, not 
only how much business is being 
done and how much profit is being 
earned in the aggregate, but to be 
able to dissect its different parts 
and determine which is profitable 
and the effect of a given policy. 

Many times a business is paying 
well in some departments and los- 
ing enough money in others to 
wipe out the entire profit. Large 
department houses keep a separate 
account with each department, but 
this is extremely difficult of ac- 
complishment in small:r concerns. 

Again, there may be a depart- 
ment that, standing alone, would 
be a bad investme:t, but which is 
necessary for the general good of 
the business. The loss on such a 
department should be charged to 
general expeno.. 

These facts are given to explain 
in a manner the way the merchant 
should view his advertising. 

The advertising of every busi- 
ness should do good to every de- 
partment. Its purpose is more far 
reaching than the particular offer- 
ings made in each announcement. 
The public’s estimation of a house 
is based upon a thousand and one 
little things. This public will 
rightly judge the character of your 
entire establishment by the way 
you advertise certain items. About 
ten years ago this statement ap- 
pearéd-in ‘Painters’ hvx > “ 
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the article advertised, always con- 
sider the effect of every statement 
upon the character of your house.” 
‘Lhe intervening years of adver- 
tising work have strengthened the 
conviction as to the absolute 
soundness of this statement. Each 
ad should build all along the line. 
It should help create good charac- 
ter—the most valuable asset of any 
business. 

The impracticable merchant fig- 
ures the profit resulting from each 
ad upon the sales produced in the 
department advertised. He will 
generally find that, figured in this 
manner, the ad was a poor invest- 
ment and he will therefore con- 
clude that advertising does not 
pay. In only a few cases will the 
direct result of an ad be profit- 
able. 


The man who is broad will 
realize this difference. The nar- 
row-minded man never makes 


money out of his advertising. 
“Keeping your name before the 


public” has its value, but it is 
small, “Familiarity breeds con- 
tempt,” and the firm that is always 


thrusting its name forward, in 
season and out of season, without 
a proper business reason for its 
conceited egotism, makes a poor 
investment of good money. The 
public is more interested in your 
goods than in you. To them you 
are an inc.dent in your business; 
a means toan end. You are selling 
your goods, not yourself. When- 
ever you put out an announcement, 
see that it is permeated with some- 
thing for the other fellow’s good. 

If you could meet your entire 
trade personally, and could explain 
to each the merits of all your dif- 
ferent goods, you would not need 
to advertise. You can’t do this. 
As a matter of economy, you ad- 
vertise—tell the public what you 
have for sale. Each year additional 
business will result. It makes it 
easier to do business: less work 
and worry—more satisfaction all 
around. 

If you are satisfied with just 
“xeeping store,” don’t advertise. 
If your blood is red, if you want 
to grow, if you feel a satisfaction 
in being a leader in your line— 


advertise. Do. it right. _Make it a 











. 








feature of your work, not a side 
issue, and the cash assets at the 
end of each year will surely deter- 
mine the value of advertising. 





Tue Bridgeport, Conn., Stand- 
ard, daily and weekly, is represent- 
ed by La Coste & Maxwell, 140 
Nassau sireet, New York, and 746 
Marquette Building, Chicago. 


Mr. CuHartes F. HicHAm has 


severed his connection with the 


American Mail Order Company 
and is now in charge of the Adver- 
tising Department of Frederick 
Loeser & Co., Brooklyn. 


Har_an P. Husparp, at one time 
one of the best known advertising 
agents in the United States, died 
of pneumonia at his residence, 140 
Hancock street, Brooklyn, on No- 
vember 30, 1903. Mr. Hubbard was 
sixty-three years old. He leaves a 
widow, one son and a daughter, at 
present a senior in Barnard Col- 
lege. 


Tue Christmas edition of the 
Montgomery (Ala.) Advertiser ap- 
pears Sunday, December 13, and 
will be one of the most complete 
newspapers ,ever printed in Dixie- 
land, according to the publisher. 
To registered voters in the State 
not now on the subscription lists 
will be sent 10,000 extra copies in 
wrappers. 


Tue St. Joseph (Mo.) Gazette, 
the only morning daily published 
in that city, was lately sold by its 
owner, Lewis Gaylord, to a stock 
company. The leading interest is 
owned by E. E. E. McJimsey, who 
will be its director. Mr. Gaylord 
is making a tour of Eastern cities 
with a view to buying a larger 
newspaper property. 








Every time the typographical 
style of an advertisement is copied 
by another firm the original adver- 
tiser profits.—Woodbury, Ltd., 150 
Fifth avenue, New York. 


_ Printers’ INK is a weekly pub- 
lication devoted to advertising, 


published by George P. Rowell & 
Co., 10 Spruce street, New York 
City, at $5 a year—and worth the 
price.—Rhode Island Advertiser. 
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Tue Evening Star, Washington, 
D. C., claims that the regular Sat- 
urday edition of that paper is the 
largest regular issue printed on 
Saturday by any daily paper in 
the United States. It is further 
claimed, by those who know, that it 
is the best family and literary pub- 
lication issued on Saturday. 






Durinc the four months that 
ended with November 1, the Tor- 
onto Daily Star printed nearly 
4,000 columns of advertising, or 
500 columns more than its nearest 
competitor, according to the Star’s 
own figures. This represents a 
steady gain of business, for the 
Star was behind all other Toronto 
papers in the matter of advertising 
a few years ago. 


A FIVE-SIXTHS interest in the 
Beacon Journal, the oldest news- 
paper in Akron, O., has been pur- 
chased by Maj. ‘Il. J. Kirkpatrick, 
C. L. Knight and Jos. F. Hender- 
son, of Springfield, and Wm. B. 
Baldwin, of Akron. Maj. Kirk- 
patrick, who is president of the 
new company, was for twelve years 
half owner of Farm and Fireside 
and the Woman’s Home Com- 
panion, 





THE circulation of the Philadelphia 
Evening Bulletin for November, 1903, 
was 152,988 copies per day. met, which 
means that no damaged, returned 
and unsold copies are included in 
the average stated. The Bulletin is 
said to have now the largest city cir- 
culation of any Philadelphia newspa- 
per, and goes daily into more Phila- 
delphia homes than any other medium. 
In the Bulletin quantity and quality 
of the best kind are blended in a high 
degree. 





Three weeks from to- 
day the special offer — 
PrinTERS Ink for THREE 
DOLLARS cash for a whole 
year—expires,.. 2... 3... 
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Do not overwork yourself. The 
overworked man can never do good 
work. 


Coupons good for ten cents in 
the purchase of the Christmas 
Collier's, which is a twenty-five 
cent number, appear in leading 
magazines. Newsdealers are noti- 
fied to turn these coupons in to the 
news companies, and as each bears 
the name and address of the pur- 
chaser the publishers will acquire 
a valuable list of newsstand buy- 
ers. 





THe Weis & Fisher Company, 
household outfitters, 116 and 118 
State street, Rochester, N. Y., 
wish to ascertain the address of 
an advertising artist named Walter 
H. Dunk, who is said to make 
stock cuts which are, in the judg- 
ment of the above company, far 
superior to anything they have 
seen. Diligent inquiry has failed 
to locate Mr. Dunk, who ought to 
advertise his ability in the classi- 
fied columns of Printers’ INK. 


Tue “Autoplate,” which is the 
latest piece of time and labor sav- 
ing machinery for newspapers, has 
been installed by the Philadelphia 
Bulletin. That daily gave nearly 
a page to the description of this 
device in the issue of November 
14. The Bulletin is the first Phila- 
delphia paper to install the “Auto- 
plate,” and one of the six papers 
in the United States that have this 
mechanism for making stereotype 
plates at the rate of four a minute. 





Tue Christmas issue of Good 
Housekeeping, Springfield, Mass., 
is being sent out in a special cover 
to a list of advertisers and friends. 
This cover is of California red- 
wood, sawed in a way that shows 
the grain of the wood, and the 
magazine is held with leather 
thongs. The effect was designed 
and executed by the Arts and 
Crafts Shop, Santa Barbara, Cal. 
W. A. Whitney, advertising man- 
ager of Good Housekeeping, says 
that this issue carries, in dollars 
and cents, more than 100 per cent 
more advertising than that of last 
Christmas. Good ‘Housekeeping is 


listed in the Roll of Honor. 
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Tue Transcript, Tottenville, N, 
Y., has been sold to Mr. I. J. Pot- 
ter through the Charles M. Palmer 
Agency, 253 Broadway, New York. 


THE new Daily Times, which 
was established in Youngstown, 0, 
about four months ago, issues a 
folder in which is asserted a daily 
average of 6,000 copies. Neither 
the Vindicator nor _ Telegram, 
Youngstown’s other dailies, reveal 
their circulation to the American 
Newspaper Directory. Youngs- 
town has a population of 50,000 
and a per capita wealth of $716, 
More than $10,000,000 is deposited 
in its various banks, and more than 
$1,000,000 is paid out monthly in 
wages. 


THE cover of the Christmas 
Scribner's is an interesting pro- 
duction. As is the custom with 
this magazine the artist also de- 
signed the advertisement on the 
last cover page. The familiar 
Christmas waits have been pressed 
into service. Three figures occupy 
the front cover, and two of them 
are used in the Royal Baking 
Powder ad on the back cover. For 
the third is substituted a chef with 
a can of the commodity. It is not 
apparent whether the ad is a modi- 
fication of the cover, or the cover 
an amplification of the ad, but 
there seems to be no question as 
to the effectiveness of the latter. 








WHOLESALERS, manu- 
facturers and jobbers who 
make it a practice to assist 
their agents and retailers 
with advertising matter 
ought to have these peo- 
ple read Printers’ INK. 
Any firm who wants ten 
or more yearly subscrip- 
tions for that purpose will 
be charged two dollars for 
each subscription — but 
the money must come 
with the order and on or 
before December 31, 1903. 
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Repiytnc to the recent request 
of a reader for a non-inflammable 
type-washing compound, the Doxo 
Manufacturing Co., Clinton, Iowa, 
submits circulars describing 
“Doxo,” a white, odorless compo- 
sition that is offere. as an im- 
provement on both benzine and lye 
water. 





Tue Thanksgiving issue of the 
dnco Special appeared with a 
cover. The policy of this little 
monthly grocery paper is to pro- 
mote pure foods—not merely those 
sold by Austin, Nichols & Co., but 
pure food in general. To this end 
éditorial space is devoted to pro- 
etedings in various States against 
edulterated commodities, and the 
necessity for more stringent laws 
is urged. One of the best uses of 
the Anco Special to a grocer is as 
a suggestor of retail ads. Para- 
graphs descriptive of fruits, pre- 
serves, condiments, cakes and bis- 
cuit, coffees, cigars and food novel- 
ties are so worded as to be avail- 
able in retail advertising. A busy 
retailer can, with his scissors and 
the Anco Special, concoct an appe- 
tizing newspaper ad in about ten 
minutes. 





LITERATURE sent out to adver- 
tisers by the “Good Luck” papers 
is never deficient in facts or statis- 
tics. A folder just compiled by 
Mr. Butler’s office not only gives 
detailed circulation statements day 
by day for the month of October, 
but shows through maps the coun- 
ties covered by each paper and the 
number of copies sent to each 
county. The St. Paul Daily News 
had an average of 35,206; Omaha 
Daily News, 43,641; Kansas City 
World, 60,725; Des Moines Daily 
News, 43,835. The new paper, the 
Minneapolis Daily News, establish- 
ed in August, has reached a daily 
average of 10,323, and is carrying 
about 6,000 inches of advertising 
per month. The publishers offer 
$100 to anybody who will prove 
that any of this paper’s advertising 
is carried at less than the flat 
rate. Besides the information per- 
taining to the papers there are 
proofs of the prosperity in what 
are known as the “Clover Leaf 
States,” 
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ADVERTISERS formerly paid fam- 
ous singers and actors large sums 
for the use of their names. Bern- 
hardt in particular has carried 
away many hundreds of American 
dollars for such privileges. The 
more modern method, and the 
least expensive, appears to be that 
used by the adman of Hale’s 
Honey of Horehound and Tar, as 
shown in these specimens: 

MADAME ADELINA PATTI 
may be, like most public singers, a fre- 
quent user of Hale’s Honey of Hore- 
hound and Tar—as her voice seems to 
be always in condition. Those who use 
the voice in public know the value of 
this simple old-time remedy that does 
not fail. It quickly and pleasantly cures 
hoarseness, coughs and colds. 





Once more we are to welcome to our 
shores the sweet singer, 
MADAME ADELINA PATTI. 

If, with the demands upon her voice in 
this trying climate, she should feel an 
throat irritation, it can quickly be al- 
layed by the use of Hale’s Honey of 
Horehound and Tar. 








One particularly noticeable fea- 
ture of the new “Force” adver- 
tising is its diversity. The copy 
that.appears in dailies is the same 
all over the country for the day of 
issue, but that in weekly and 
monthly magazines is different, so 
that each magazine tells its own 
“Force” story or is ornamented 
with its own pictures. A person 
who reads one magazine usually 
reads more than one, yet it is a 
strange fact that all magazine ad- 
vertising is based on the supposi- 
tion that there is no duplication of 
circulation, and that the readers of 
the Century are entirely different 
from Harper’s or Scribner’s clien- 
tele. The innovation made by 
Ralph Tilton will probably be fol- 
lowed extensively by large adver- 
tisers in the future. Mr. Tilton 
has in preparation a monthly maga- 
zine with which he will interest 
grocers. It will promote sales of 
“Force” and demonstrate the value 
of “Be Sunny” stores and clerks. 
The circulation is to be 150,000 
copies monthly, and besides the 
English edition there wil! be issues 
in German, French, Spanish and 
Scandinavian to reach grocers in 
certain districts who read these 
“Fae more readily than Eng- 
ish. 
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At the November dinner of 
the St. Louis Advertising Men’s 
League at the Washington Hotel 
the leading speaker was N. Kan- 
zaki, secretary of the Japanese 
Commission to the World’s Fair. 
He spoke highly of American en- 
terprise and ingenuity in the art of 
advertising, and said that the alert- 
ness of a nation’s business men in 
a way reflected the condition of 
the nation. Other speakers on the 
programme were J. K. Fraser, of 
Chicago, who spoke on “Laying 
the Foundation”; William Flewel- 
lyn Saunders, secretary of the St. 
Louis Business Men’s League, 
whose topic was “Advertising a 
City,” and W. B. Leffingwell, whose 
subject was “Modern Mail Order 
Business.” 





THE silver anniversary of the 
Minneapolis Journal was celebrat- 
ed November 26 with a great spe- 
cial edition of 128’pages. To each 
of the city’s industries and staples 
was given a section containing its 
history and the stories of indi- 
vidual firms. These supplements 
treated transportation, milling and 
grain, lumber, iron and coal, manu- 
facturing and wholesale trade, real 
estate, insurance, and the history 
of Minneapolis. The first issue of 
the Journal appeared in 1878, and 
the founders began publishing 
without a news franchise, getting 
their general despatches from a 
correspondent in Chicago, Plate 
matter was called in as padding 
for the small four-page sheet the 
first year. After a fire in 1880 the 
paper changed hands, secured an 
Associated Press franchise, and 
was put upon a sure footing in the 
years between 1880 and 1885, when 
the population of Minneapolis grew 
from 45,000 to 130,000. When the 
price of the paper was dropped to 
two cents in 1883 the publisher had 
to import pennies into the young 
city so that newsboys could make 
change, and gained a large street 
circulation by the move. In 1885 


the paper was sold to the present 
owners for $105,000. The con- 
trolling officers to-day are E. B. 
Haskell, president; J. S. McLain, 
vice-president and editor; Lucian 
Swift, treasurer and manager; 
A. Tuller, secretary. 
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THE management, account }} 
and administration of Print- 
ERS’ INK, although owned by 
the same proprietor as is the 
Rowell Advertising Agency 
and Rowell’s American News- 
paper Directory—are wholiy 
independent and separate. 

PRINTERS’ INK is the only 
advertising journal with ex- 
clusively cash rates, flat and 
unbreakable, and probably the 
only one whose policy and in- 
terest is absolutely indepen- 
dent of any advertising 

agency. 
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Oscar McCuLien, manager of 
the New York office of the Balti- 
more Badge and Novelty Co., has 
been using the classified columns 
of Printers’ INK several months, 
and finds that small ads bring con- 
stant inquiries. Following the sug- 
gestion of the Little Schoolmaster, 
he will hereafter change copy more 
regularly, as he recognizes the 
value of fresh stories. This con- 
cern manufactures an extended 
line of novelties for advertising 
purposes, and is in a position to 
vary copy to a greater extent than 
a concern making only one or two 
articles. The company’s home of- 
fice and factory are in Baltimore. 
It is one of the pioneer concerns in 
the trade, dating from 1868. For 
many years its business was con- 
fined to badges and buttons tor 
political purposes, lodges and so- 
cieties, but the demand for adver- 
tising novelties led to an enlarge- 
ment of the plant and the manu- 
facture of memo books, blotters, 
letter openers, tape measures, 
match safes, court plaster cases, 
stamp books, mirrors, book marks, 
card counters, wall and desk signs 
and similar articles. “It is no 
longer an experiment, but a demon- 
strated fact,’ says Mr. McCullen, 
“that the judicious use of good 
novelties will bring results to any 
business house. It is quite the 
thing for large general advertisers 
to give them out at conventions, 
fairs, food shows and expositions, 


C. and they bring good results in this 


way. 
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Tue people at the New York 
Herald office are holding their 
breath in expectation of a visit 
from Mr. James Gordon Bennett. 





FoLLow1nc the death of Samuel 
E. Morss, late publisher of the In- 
dianapolis Sentinel, that daily has 
been sold to a company formed 
for the purpose of acquiring it. 
Thomas Taggart and J. Oscar 
Henderson, of Indianapolis, are 
the principal owners, and the 
former has been made president 
and general manager. 


PRINTERS’ INK in its issue for 
December 2, 1903, printed a three- 
page article in which Mr. Ellis 
Fayette Olmsted, advertising man- 
ager of the Natural Food Co., 
Niagara Falls, N. Y., advanced 
the idea of forming a “National 
Advertising Club.” The first com- 
munication in regard to the project 
was received from Mr. F. James 
Gibson, secretary of the Sphinx 
Club and -also secretary of the 
North American Advertising Com- 
pany, New York. Mr. Gibson’s let- 
ter is here reprinted: 

NortH AMERICAN ADVERTISING Co., 

Incorporated, 
100 William street, the Woodbridge 
ing. 
Capital $200,000. 
New York, December 1, 1903. 
Mr. E. F. Cone, — Food Co., 
Niagara Falls, N. 

Dear Sir—I note soi in an article in 
Printers’ INK of this week’s issue you 
advocate the organization of a national 
association of advertising men to meet 
once a year and talk things over. I 
also note that you suggest this object 
can be accomplished either by organizing 
a single club for the whole country or 
by forming an association by combining 
local clubs. 

I trust you will permit me to say that 
I think your plan a good one. I think 
also that the best way to work it out is 
to take the advertisers’ clubs now in ex- 
istence and use them as a foundation 
for a national sunerstructure. I recently 
corresponded with the various adver- 
tisers’ clubs about this very subject, and 
there seemed to be an almost unanimous 
desire to get together in the way sug- 
gested by you. In considering this sub- 
ject it ought to be borne in mind that a 
national organization that meets only 
once a year and has no connection with 
local clubs could not be held together so 
well as one made up of local organiza- 
tions. 

If I may do so without being con- 
sidered officious, I wish the project you 
advocate every success and would be 
pleased if I can be of any service. 

Very anise 
F, James Grsson, 





PRINTERS? INK. 31 


On November 25 the December 2 
issue of PRINTERS’ INK went to press, 
and in that issue the Saturday Even- 
ing Post announced its circulation for 
the previous week as 590,300 copies, 
net paid. When to-day’s issue of the 
Little Schoolmaster went to press a 
week ago the Saturday Evening Post's 
circulation of the Christmas number of 
December 5, 1903, had reached then 
602,800 copies, net paid. The Satur- 
day Evening Post is the greatest week- 
ly paper in America, and it has a larg- 
er paid circulation than any other 
weekly periodical in America. 





Tue Montreal Herald, since it 
came under its present manage- 
ment, has risen to second place in 
point of circulation among the 
English papers of Montreal. Estab- 
lished in 1808, it was a morning 
paper until 1896, when it was trans- 
ferred to the evening field. In the 
intervening seven years it has built 
up a circulation of 22,492 and is 
now on the Roll of Honor. Its 
acvertising columns contain the 
announcements of nearly all the 
leading general advertisers, while 
the amount of local advertising it 
cafries is said to be as large as that 
of any other Montreal paper. Mon- 
treal’s English-speaking population 
is growing, and that the Herald is 
growing with it is proven by its 
rise in circulation and advertising. 


—_————__ + 





THE LITTLE SCHOOLMASTER’S 
CARTCONS OF SPECIALS. 




















STEVE W. FLOYD. 
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THE advertising men of the 
papers in Union County, New Jer- 
sey, recently met and formed a 
club, which will eventually have 
comfortable quarters. The papers 
represented in the new _organiza- 
tion are the Elizabeth Times and 
Leader, Plainfield Press and Cou- 
rier-News, Summit Herald, Rah- 
way Democrat, Westfield Leader 
and Standard, Cranford Chronicle. 
The club starts out with about 
thirty-five members. 

THE tough parchment pocket 
wallet, costing about one cent with 
printed advertisement, is having a 
tremendous vogue as an adver- 
tising novelty, according to Louis 
Fink & Son, Philadelphia. The 
popularity of this novelty lies in 
the fact that it is at once simple 
and useful. “In August, 1902, we 
were looking around for an adver- 
tising novelty suitable for an- 
nouncing the removal of our print- 
ing business,” said a member of 
the firm recently. “There were 
two points to be considered: First 
—It must be something a man 
would keep on account of its use- 
fulness. Second—There must be 
enough space on the article to al- 
low us to tell our story. Nothing 
in the market would suit, so we hit 
upon the plan of making a pocket 
wallet out of paperoid-fibre stock, 
which is noted for ‘its great 
strength and long wearing quality. 
5,000 wallets were sent out, and the 
results were gratifying. Numerous 
inquiries came to hand in reference 
to the wallets, which led to orders, 
and we finally decided to place 
them on the market as an adver- 
tising novelty, reasoning that if 
they paid us they would pay others. 
A small ad was inserted in the clas- 
sified columns of Printers’ INK, 
and up to date we have received 
nearly 500 inquiries at a cost of less 
than $8. The wallets sell at $10 
per thousand, including printing, 
or 5,000 for $40. Their value to 
the advertiser is that there is plen- 
ty of room to tell an extended 
story, which few advertising novel- 
ties permit. People who receive 
them put them into immediate use 
on account of their convenience, 
and usually send» requests for 
more.” 
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Tue Nurse, a monthly published 
at Rochester, N. Y., has been pur- 
chased by James T. Donnelly, and 
will hereafter be known as the 
Epileptic Nurse Magazine, devot- 
ing special attention to this dis- 
ease. The publisher says that he 
will make a practice of exposing 
medical and proprietary medicine 
fakers who mislead epileptics. 





A copy of the Daily Telegraph, 
Sydney, Australia, sent by the ad- 
vertising department of W. Lowe 
& Co., that city, shows that Ameri- 
can methods are having their in- 
fluence on publicity in the Anti- 
podes. L. Lowe & Co. print an 
ad modeled on American lines to 
announce the opening of their new 
shop in Sydney, which appears to 
be the popular place in that part 
of the world for men’s and 
women’s wear. A well executed 
illustration shows the firm’s growth 
from a modest beginning four 
years ago to two large stores, 
while ‘the argument of the ad 
savors of New York. Other an- 
nouncements in the same paper 
that look familiar are Gowing 
Bros., haberdashers, and Elliott 
Bros., chemists. Among American 
commodities advertised in gener- 
ous spaces and Yankee style are 
Cuticura, Ayer’s Sarsaparilla, Dr. 
McLaughlin’s Belt, Carter’s Pills 
and Scott’s Emulsion. The Daily 
Yelegraph is a most substantial 
looking newspaper of twenty pages, 
modeled on English lines. This, 
the Saturday issue, carries seventy- 
five columns of closely set adver- 
tisements, practically all classified 
and without heavy display. Adver- 
tising in the American style stands 
out distinctly against this light 
background. The columns are two 
and a half inches wide, and classi- 
fied ads are set in nonpareil. The 
number of advertisements address- 
ed to farmers indicates that the 
Telegraph has a substantial cir- 
culation in the country districts. 
Like English papers, the adver- 
tising has a certain dignity and 
perhaps heaviness of diction, but 
this seldom runs into generalities, 
and as a rule the announcements 
give such information as makes 


good publicity. Prices are freely 
quoted, 























Amonc the advertising novelties 
that have been exploited in the 
Little Schoolmaster’s classified col- 
umns with conspicuous success is 
the “Triplet,” a combination key 
holder, screw driver and tool for 
removing bottle caps, made by the 
G. P. Coates Co. Uncasville, 
Conn. This little pocket tool has 
had a wide sale to advertisers since 
its introduction some months ago. 
“Our aim has been to produce 
something useful,” said Mr. Coates 
recently. “Give a man something 
he can use every day and he will 
keep it. Too often the advertiser 
is so blinded by the low price of a 
novelty that he fails to ask himself 
this most important question : ‘How 
long will it live?’ and the article he 
gives out is thrown away about as 
soon as the recipient looks at it. 
The ‘Triplet’ is, first of all, a good 
key ring, combined with a screw 
driver, letter opener, and spur for 
removing metal caps from bottles. 
There is plenty of space for print- 
ing on both sides. It is made of 
one piece of spring steel, un- 
breakable, and the lettering is 
cut into the steel. You can 
realize that it makes a perma- 
nent advertisement. It sells for 
ten cents at retail. We are now 
perfecting plans to have them sold 
and given away as souvenirs of 
the St. Louis Exposition. We sell 
the ‘Triplet’ for this purpose to 
one general advertiser who wishes 
to have a million or more men 
carry his advertisement about with 
them for years, and as_ these 
‘Triplets’ will be shown over and 
over again by the fortunate ones 
who will attend the Exposition, 
you can see where the advertiser 
will get extra advertising at no 
cost. The small advertisement we 
have been running in Printers’ 
InK has been the most profitable 
publicity we have used. Printers’ 
INK has brought us more inquiries 
and business than all other medi- 
ums combined. We are convinced 
that men who are interested in ad- 
vertising novelties read PriNTERS’ 
Inx. It seems as though we have 
received answers to our advertise- 
ment from all parts of the world. 
The latest request was from Swe- 
den. Does it pay to advertise in 
Printers’ INK? It has paid us.” 
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PRINTERS’ INK is a jour- 
nal for advertisers, treat- 
ing publicity as a modern 
force, from a_ practical 
business standpoint. 

PRINTERS’ INK is more 
thoroughly read than any 
other advertising journal 
in the world because it 
presents moreinteresting, 
readable and practically 
applicable business ad- 
vice than any other in 
exi tence. 


If You Are 
an Employer 


tell your clerks to read 
PRINTERS’ INK; they will 
thus become a better help 
to you in your business. 


If You Are 
an Employee 


read PRINTERS’ INK; you 
can get a subscription for 
a whole year, between 
now and December 31, 
1903, for Three Dollars; 
the regular price is five 
dollars. The offer is 
good only during the 
time stated, and no 
longer. 

PRINTERS’ INK will teach 
you the art of advertising 
and many other useful 
things. It will make you 
more valuable as a clerk 
and it will enable you to 
earn a better salary if you 
apply the instruction it 
contains. 
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SMALL, Maynarp & Co., Bos- 
ton, publish a volume entitled “The 
Theory of Advertising,” which is 
described as “a simple exposition 
of the principles of psychology in 
their rel. ‘ion to successful adver- 
tising.” These papers by Professor 
Walter Dill Scott, director of the 
psychological laboratory at North- 
western University, ran more than 
a year in Mahin’s Magazine, and 
provoked not a little discussion. 
Professor Scott’s theory gains 
much in book form. The detached 
chapters made rather an unsatisfac- 
tory serial, obscuring the general 
plan that appears when the whole 
work can be read in an evening. 
Starting with the premises that ad- 
vertising (in its modern meaning, 
at least) is an attempt to influence 
the minds of people by words and 
pictures, he tells advertisers the 
chief facts about the human mind 
that have been ascertained through 
psychological research the past 
twenty years, and gives the results 
of some experiments carried on by 
himself with selected advertise- 
ments. In the various chapters he 
discusses the habits of the average 
human mind, the laws by which it 
is led to give attention to certain 
things, disregarding others, the 
factors necessary to secure atten- 
tion in advertising, the association 
of ideas, the value of suggestion 
and direct commands in adver- 
tising, the necessity for appealing 
to the emotions in certain fields of 
publicity, and the advisability of 
playing upon the senses, as the 
taste in exploiting foods, the sense 
of harmony in advertising musical 
instruments, and the sense of touch 
in articles that are designed for 
bodily comfort, as shoes and cloth- 
ing. While his theory and con- 
clusions are valuable by reason of 
clearness and system, it must be 
confessed that the book contains 
nothing particularly new. Adver- 
tisers have reached all of the Pro- 
fessor’s basic laws by the very 
serviceable kind of psychology 
called “horse sense,” and his prin- 
ciples, while reduced to scientific 
fact, are all drawn frem actual 
advertisements. His work is large- 
ly that of a critic. He is following 
the advertiser, not leading him, as 
is shown in the chapter on the re- 


turn coupon. This is a review of 
its evolution, and while the Profes- 
sor’s statement that people like a 
triangle more than any other geo- 
metrical form is interesting, it has 
little value to an advertiser in com- 
parison with the improvement late- 
ly introduced by Ralph Tilton, the 
father of the corner coupon. By 
destroying Professor Scott’s tri- 
angle in the “Force” coupon the 
reader gains almost an inch of 
room to write his name. Such 
improvements by practical adver- 
tising men are of direct value, 
even though unpsychological. 
Through his researches the Pro- 
fessor has arrived at conclusions 
lon; ago reached in apblied adver- 
tising. As the first reference to 
psychology in advertising is to be 
found in Printers’ INK during Oc- 
tober, 1895, so every one of the 
conclusions set forth in this book 
can be found in the Little School- 
master’s files, and in most instances 
they have been carried further by 
information gained from adver- 
tising men of experience. There 
is no question of the value of 
psychology in the work of prepar- 
ing copy, but as the Little School- 
master has stated before, the 
psychology of advertising takes 
care of itself to a great extent. As 
an examination into the subject, 
however, the book is __ lucid, 
thorough and interesting, and prob- 
ably every experienced advertiser 
will enjoy having his every-day 
principles endorsed by science. It 
is a particularly good book for the 
student of advertising. 





Tue Brooklyn Edison, a monthly 
paper published in the interest of 
the Edison Illuminating Co., of 
that borough, is a year old. At 
first composed of eight pages, 500 
copies, it now has sixteen pages 
and circulates 5,000 copies. 

——__+9.——— 


VERILY. 


Not long ago Printers’ INK 
headed a correspondence column 
with an inquiry as to the Sapolio- 
like polish of a certain special. Is 
Henry Bright? was the question 
asked; and Henry’s response was 
quickly made by taking a partner 
named Verrie. 
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It is stated that the elder Ben- 
nett once inquired into the causes 
that had made the Herald a few 
moments late in its appearance on 
the street, and learned that a cer- 
tain editorial writer had made such 
demand upon the italic font as to 
exhaust it, and the search for sorts 
had delayed the forms. Mr. Bennett 
thereupon made an order that from 
that day forth no italic type should 
be used in the columns of the 
Herald. This was sixty years ago: 
and explains why it is that no man 
now living has ever succeeded in 
getting an italic word or sentence 
into an editorial or an advertise- 
ment in the New York Herald. 


THERE is a conventional form of 
advertising for every line of busi- 
ness nowadays. One kind of argu- 
ment is identified with shoes, and 
another kind draws people up to 
the red ticket-wagon of the circus. 
This conventional advertising has 
the merit of being perfectly in- 
telligible to the public. It is no 
great shakes as literature, but it 
sells goods year after year, and 
never seems to become stale. If a 
writer has some original way of 
stating the old facts he may attract 
more attention and possibly sell 
more goods. But a very little ori- 
ginality is often a dangerous thing. 
If the right sort of originality is 
not to be had, or the kind that was 
tried proved a failure, it is policy 
to utilize the conventional forms 
of publicity. 
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J. R. Grirritus, Western man- 
ager of the Charles B. Kinnan Ad- 
vertising Agency, Monadnock 
Building, Chicago, has resigned, 
and his position is assumed by 
Charles B. Kinnan. The Kinnan 
agency has a New York branch at 
95 Liberty street. 


Tue Religious Press Association, 
Philadelphia, has the longest anc 
most successful experience in pro- 
viding advertising for religious 
publications, and it was doubtless 
for that reason it was recently 
selected by the management to 
handle the advertising details of 
the business of all the publications 
of the Methodist Episcopal Church, 
South, located at Nashville, Tenn. 
The announcement is now made 
that hereafter the Reiigious Press 
Association will have charge of the 
advertising of the periodicals pub- 
lished by the Sunday School Board 
of the Reformed Church, Philadel- 
phia. The publications included in 
this connection are the Heidelberg 
Teacher, the Advanced Scholars’ 
Quarterly, the Intermediate Schol- 
ars’ Quarterly, the Junior Quarter- 
ly and the Heidelberg Home De- 
partment Quarterly. This makes 
a total of twenty-one publications, 
headed by the Sunday School 
Times, Philadeiphia, whose ad- 
vertising columns are now man- 
aged by the Religious Press As- 
sociation, with a total circulation 
for each issue of over one million, 
one hundred thousand copies. 








We inclose $3 for a renewal of our subscription to PRINnT- 
ERS’ Ink. If the price was $10 we would send it just asqv‘ck. 

We feel deeply indebted to Printers’ INK, because by 
its perusal and its study we have been enabled to do a 
larger volume of business, by putting into practice the 
teachings of PRINTERS’ INK, 
reminder of the power of advertising and a practical method 
of keeping up the advertising instinct and enthusiasm. 

We do not know when we first subscribed to PRINTERS’ 
INK, but it must be about twelve years ago, and it is the 
best investment we ever made.—C/ark & Zugalla, printers 
and paper dealers, 88 ard 90 Gold st., N. Y¥., Nov. 30, 1903 
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Advertisements under this headin 
word, subject to approval of its editor. 
copy and remittances to Editor ODDITY Column. 


are 3 centsa 
Address 





| oe) OHNSTON'S big postal card. A real oddity 
and a famous business bringer. Sample 
free. WM. JOHNSTON, 45 Rose St., N. Y¥. 


I OOK-LOVING STENOGRAPHERS can 
have absolutely free one eo novel — 
month, the r ogn actoeston.. bi hy ng 
ja names with dues or 
enses. STENOGRAPHERS’ LY LITE XK ARY 
KAU, Room 616, 12% Liberty St., New 








aes Circulations. 


AN EXAMINATION OF ROWELL'S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 193 
REVEALS THE FACTS STATED BELOW. 

INDIANA, 

The Bulletin has a higher circulation rating 
than is accorded to any other paper in Anderson, 

= NEW JERSEY. 

The Advertiser's Guide, Newmarket, is one of 
the only seven advertising publications that has 
credit cumini Sample tree. 

NORTH CAROLINA. 

The Charlotte News has the “highest actual 
average circulation rating, in figures, in the 1903 
issue of the American Newspaper Directory of 
any daily in North Carolina.” 

QUEBEC. 

The uni Berets and Weekly Star has a 
higher circulation rating than is accorded to 
any other paper in Montreal. 

- 77o, — 


NOTES. 





A new rate card, with circulation 
figures, is issued by the Times, Bay 
City, Mich. 


“Brinc your lithographing and print- 
ing troubles to us—we cure _ hopeless 
cases” is a line used by W. F. Powers & 
Co., 27 City Hall Place, New York. 


Turee dozen facsimile letters from ad- 
vertisers are the chief feature of a book- 
let called “Results Talk,” from the 
Missouri Valley Farmer, a monthly pub- 
lished at Topeka, Kan. 


Tue American Lumberman, Chica 
is sending around a series of tiny fold. 
ers on business and advertising topics. 
A late one deals with the predictions of 
a period of depression in business, raised 
by calamity howlers. 


“Matnty About Ourselves” is a folder 
outlining the editoria] features of the 
Book-Keeper for the coming year. This 
business magazine is now under the edi- 
torial supervison of E. St. Elmo Lewis, 
late of Philadelphia. 


“Romances and Realities of Adver- 
tising” is a booklet in which the value 
of publicity is demonstrated by short 
tories about successful advertisers. It 
is published in the interest of the Chap- 

ow-Goe Company, ad specialists, St. 
.cuis. 
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Tur Bensinger Rapid Duplicator, a de. 
vice for making facsimile copies of writ. 
ing done with typewriter, pen or pencil, 
is described in a folder from the C 
Bensinger Co., 245 Broadway, New York, 


TESTIMONIALS arranged by States fill 
out the thirty-two large pages of a book- 
let from the Newsp paper _Collection 
Agency, Bennett Building, New York, 
This concern makes a business of col- 
lecting delinquent subscriptions, and has 
a Western office i in the Caxton Building, 
Chicago. 


A TWELVE-PAGE booklet with a Dutch 
cover, handsomely executed, shows ac- 
tual-size illustrations of jewelry made 
by Leys, Christie & Co., manufacturing 
jewelers, 65 Nassau street, New York. 
tt is intended for distribution by retail. 
ers, and is an excellent piece of litera- 
ture for the purpose. 


“THERE are enough uncertainties about 
advertising without guessing on circula- 
tions,”’ says a folder from the Christian 
Endeavor World, Boston. Reproduction 
of an A. A. A. certificate and the paper's 
rating in the American Newspaper Direc- 
tory are given. The journal had a week- 
ly average of 97,480 copies during 1902, 


“Unper the Hub” is an interesting 
little book of sixty pages, compiled by 
Robert Mitchell Floyd, of the Trade Press 
List, Boston, giving a complete con- 
densed history of the subway in that 
city, with many illustrations of stages 
in its construction. It was published 
for the Hotel & Railroad News Co., 
Boston. 


Advertising Agencies. 


There are hundreds of advertising agencies in 
this country. All perform some valuable and 
necessary services to their clients. th 

might aw fos such services to man 
vereiee if the fact were sistently CHF to 
the latter sg attention in the columns *, the Little 

polmaster. 


School 
PRINTERS’ INK desires to start a classified di- 
— aout, as many gocognties agencies as 
the wisdom of havi: rd in the repre- 
oon bative advertising journa in the United States. 
Such advertisements cost ten cents per line net and 
Count six words to the line. 


CALIFORNIA. 


URTIS-NEWHALL CO., Los Angeles, Califor- 
nia. Place ad advertising anywhere—ma 
newspapers, trade papers, out’ foor. Effect- 
ive designs Good copy. Information about 
Pacific Coast and Orient. 


CALIFORNIA—PACIFIC COA 
napenany A= SWASEY, 107 New Nout: 
me: ncisco—Largest agency we 
Sf Chicago; occupy 10,000 sa ft.;emplo. A. people; 
manage all or any part o an adve 
paign; can save advertisers money by adviews =} 
dic ously for newspapers, billboards, wall s ane, 
street cars,distributing,etc, Can place goods with 
wholesaiers and retailers, Knowing Cceast condi- 
tions, we can place your advertis’g without waste, 


GEORGIA. 
E. HANBURY, Atlanta, Ga.—Specialty: 
e extensive advertising and eatablishinng Eh 
sales of 2p remedies. Seventeen years’ 
successful experience. Write for particulars. 


ILLINOIS, 
DVERTISERS, consult us before plaging your 
advertising and get the benefit of 48 years 
pd ripest e jerionce. ween is essential 0, c 
De Our Advertisers’ P 
Guide FR FREE for the asking. GUENTHER. BRAD: 





are set in pearl. 


RD & OO. (Founded 1885), Schiller Bldg., 
Chicago. 

















MASSACHUSETTS. 

MERICAN ADVERTISING AGENCY. 13 Doane 
As , Boston Paid up capital, $100,000.00. In 
gddition to U.S. and Canada, places advertising 
in English and Scotch papers. 

NEW JERSEY. 
T Newmarket, N. J., STANLEY DAY, the Ad- 
A vertisers’ Agent, furnishes estimates and 
ecutes oruers promptly and systematically 
“a sending for an estimate inclose copy of 
advertisement and state the space it is to occupy 
and the time you propose to contract for. 
All orders sent out and correspondence an- 
swered the same day as received. 


NEW YORK. 

UDOLPH GUENTHER. P nae per and Mag- 
R azine Advertisi ng. lied « combination 
lists from $5.00 upwards, ~ 3 led on application. 
108 Fulton Street, New York 

LACES | ADVERTISING | ‘BURKAU 
P PLACES YOUR ADV Earn 

KST PLACES 
Established 30 years. 203 m8, New York. 


Pa AMERICAN ADVERTISING CO.—Or- 

* yy advertisers to give advertisers a 

mane L. Perine, pres.; W. W. Seeley, 

pres.; Y. James Gibson, sec.; Baxter Cater- 
son, treas., 100 William St., New York. 
PENNSY LVANIA. 

Vy TE -. write and place three-quarters of the 

retail advertising that goes in the Phila- 

delphia newspapers through agents. All of it is 

done on a ealary is—and we charge more than 

others. Yet during our thirteen years’ business 

existence we have never lost a client because our 

work failed to bring results. 

Local advertising is the severest test of ability. 
The retailer is not willing to wait months for re- 
sults—-he must have them at once. Aswe take only 
one business of a kind, the local retail field was 
about exhausted two years ago. Then we organ- 
ized for general business, and found our trainin; 
as writers of copy and makers of plans that s« 
goods quite »s successful in the magazine as the 
newspaper field. 

We will gladly refer anyone interested to sev- 
eral propositions that we have made pesoemes a 
ay wot wpe = we can place advertising 


chea 
“THE oy REDLANDS ADVERTISING AGENCY, 
925 Chestnut Street, Philadelphia. 








Classified Advertisements. 


Advertisements under this head two lines or more 
without display, 10 centsa line. Must be 
n in one week in advance. 


WANTS. 


JE willdo your linotype composition cheap. 
Ww" AS. E. HUGHES, Publisher, Lexington, 


W E do printing cheap. Write for samples and 
prices. JAS. E, HUGHES, Puovlixher, Lex 
ington, Ky. 


VATALOGUES and circulars yf rinted in large 
quantities. JAMES E. HUGHES, Publisher, 
ieutenton, Ky. 


W's E bet representative ~ each large city to 
ylicit ads for groc trade journal on 
commission. THE RETAIL. 3 ERCHANT, Dallas, 





XVELoPEs -64%, XXX, $1.35, 1,000. Printed 
4 with name, tsiness, *and ress, Cash to 
accompany order. Ja8S. E, HUGHES, Publisher, 
Lexington, K. 


ws NTED a young man with ideas for extend- 

ing the circulation of a woman’ 5 periodi- 
cal. State eepertence. Address *G. G.,” care 
of Priuters’ Ink. 


DVERTISING SOLICITORS wanted. Active, 

right, business getters. Good commission. 

Old riisble dru per. Address RETAIL 
DRUGGIST, Detroit, Mich. 


FERNa! D'S NEWSPAPER MEN’S XCHANGE, 

established 1898, represents com} nt work- 
ers in a departments. cond for et, 368 
Main St., Springfield, Mass 
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14 ORE than 2%, copies of the morning edi- 
4 tion of the World are sold in Greater New 
York every day. Beats eats any two other papers. 


IRCULATION MAN—Magazine < large cir- 
culation desires —~ services of a + ens 
man familiar with premium m 

“D ” care of Printers’ Ink. — Ink. 


XPERIKNCED commercial artist w its posi- 

‘4 tion in New York. Crackerjack — in line 

and oe work. Has ideas; convinci  somageeS. 
“E. D.,” % Phelps Ave., Ruchester, N. 


\ 7 ANTED— Position by young man on daily 
newspaper anywhere; 8 years’ experience in 
adv. and subscrip. depts. of medium-size South- 
western daily; good talker; refs. “X.Y.Z.,”" P.1. 
7 ANTED—Sober, wide-awake, practical ad- 
vertising ~~ — open for position Jan. 

Ist on newspape WN V3 né or mercantile com- 
pany; seterenten. A KE,” care Printers’ Ink. 
G' REATEST real estate pr proposition on earth. 
x b e want bright men and women psagente. 





Ge i radu- 
oy 8 oF po. ~~ of advertising schools. °F SOBBS 
& FRAZIER, Bullitt Bidg.. Philadelphia. 


W Aste, by a reliabie soap mmeiocneing 
company an energetic and experienced 
vertising man to take eutire charge of sales 
department—one who can invest at least $2 ; 
to be used at his direction. Address “T. H.,’ 
care of Printers’ Ink. 


PRACTICAL advertising man, with successful 


record—forcible writer— ears’ experi- 
ence—now managing Publicity” of large — 
facturing concern—seeks rable cha 


excellent reasons po SC PROFITABL RE. 
SULTS,” care Printers’ Ink. 


W ASTED— By an advertising canvasser of five 
years’ experience in general field east of 
Pittsburg, the representation of out-of-town 
oper in conjunction with present pul.lication to 

fill outentire time. “ADVERTISER,” 1134 Park 

Row Building, New York City. 


A THRIVING asrenene age | in the Middle 
West is opening a department for designi 
and writing any st) le of advertising matter an 
wishes the services of a good writer and a g¢ 
designer. 
“MIDDLE WEST,” Printers’ Ink. 


DVERTISING MANAGER, now with . 
Z concern, seeks desirable soe Ae 
manufacturer or corporation. or 
would consider offer for half of his time. 
experience and proven ability. 18 = 
satisfacto y reasons for desiring a change. Ad- 
ress *123,” Printers’ Ink. 


Wa to furnish daily newsletters to 
y papers wi within a radius of 500 miles of 
this city. ke advertising space in ex- 
change. Nota fake or a scheme to get space for 
next to nothing, but an honest effort on the 
s an Ss a journalist to serve his brethren 
one oe Send for particulars, Address 
NATIO AL NEWSPAPER SYNDICATE, 39 Har- 
per Building, W. ashington, D D.C. 


W ANTED—A first-class man in growing adver- 
tising agency —one who is thoroughly competent 
to handle correspondence. Must have best of ref- 
erence. Can address in the strictest confidence. 


“P. A. A.,” Printers’ Ink. 


DWRITER open for engagement. Now em. 
ployed in advertisi ee of large 
manufacturing concern. follow-up 
ing COPY, organizing and ideo follow up 
an neral advertising m: 
Com petent to take coarse of advertising for = 
usiness. Shall! rrespond 
with any first-class ovat looking hea 
forceful. business getting ad man. 
“SEWARD,” Box 191, Meriden, Conn. 


i YOUNG MEN AND WOMEN 
of ability who seek positions as adwri: 

and ad managers should use the classified 4 
umns of PRINTERS’ INK, the business journal for 
adve' tisers, published weekly at 10 Sprvce S8t., 
New York. Such advertisements will be inserted 
at 10 cents per line, six words to the line, IRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing s Pouy eran 
than any other publication in the United States, 
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W's — new 
on basis. 


mts in every town for Takanap. 
quid naphiha soap, on liberal 
TAKANAP oar oO. 

rby, Pa. 


AP einners wil WRITERS, aude be- 
ginners, will have an Yo +e opportu- 
to demonstrate their ability and make 

money y by writing to us, We will tell you how 

to start a business of your ve at home — 


commissi: 


will apuee yo 
adwriter a years of Crdinaey experience. 


Write 
ELLS & CORBIN, 
Suite B B, 2219 Land Title Bidg., 
Philadelphia. 





LERKS and others with common school edu- 
cations only, who wish to qualify for ready 
— at $25 a week and over, t) write for 
py of my new prospectus and cndorse. 
ments fom | ae Gomes everywhere. One 
graduate fills place, another $5,000 and any 
number earn $1,500. The best clothing ad writer 
in New York owes his success within a few 
months to my teachings. Demand exceeds 


supply. 
GEORGE H. POW 
a and aati Expert, 
82 Temple Court, New York. 


A ARE YOU SATISFIED 
with your present position or enlary? If 
not, write nearest office for booklet. We have 
P for secretaries, Savercising 
men, new spaper mer n, salesmen, etc. 
clerical and executive men of’ all kinds. High 
grade exc! muavess. 
ef .0DS (IKC.), 





Suite 511, 309 Broadway, New York. 
Suite 815, Pennsylvania Bidg.. Phila. 
Suite 529, Monadnock Bldg., Chicago. 


Suite 1326, Williamson Bidg.. “Cleveland. 
Pioneer Bldg., Seattle. 
VW 7HEN 


YOUR WIFE’S DIGESTION SEEMS 
BEYOND REPAIR, 

and all medicines and treatments fail, get 
MAN-A-CEA, the Manganese Natural Spring 
Water. It immediately restores the digestion to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted— Physical and Nervous—the same as any 
well person. Weare not trying to fool you. It 
is the simple truth. Manganese in solution does 
it. It is simple, tasteless, harmless. The Creator 
made the rose. He made this water. Man can 
make neither. Do not think everything adver- 
tised a fake orfraud. Howelse are you to be 
reached! Your homes cannot be invaded. Doc- 
tors are busy with their own affairs. Drugzgists 
and grocers sell what is called for. Try it Just 
Once for One Time, Send for booklet. Drug- 
gists, Grocers or BEN. K. CURTIS, Gen’l 

Agent, 13 Stone Street, New York. 

eR SA Sil 

COIN CARDS, 


$3 Less for more; any printing. 
THE Gols WRAPPER CO. Detroit, Mich. 
DESIGNERS. 


ESIGNS and illustrations in omen and black 
and white for all Purpoes. =e KINSLEY 
STUDIO, 220 Saneag P New ¥ 








er 
MAILING MACHINES. 
ase anal ey HLESS MAILEK, lightest and 
quie ice $12. v3. VALENTINE, 
Mfr., 73 Vermont Bt. Buffalo, N. Y. 


+r 
CARBON PAPER, 
CR-SNTTTING, ‘non-blurrin 
N samples free. WHITFILLD’S Pca BON 
PAPER WORKS, 123 Livety St., New York 





—__++—__——_ 
TRADE JOURNALS. 


ARDWARE. DEALERS’ MAGAZINE. Circu- 
wore 17,000, 253 Broadway, New York. 


Edgy Si groompent neral == in the 
Southwi 





there THE RETAIL UERCH ANT Dallas, tex. 
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PRINTING 


TOCK CERTIFICATES, be aaa in book. Best 
line. Sample free. G. é. JACKSON, pe. 0. 


CIRCULARS. 


y= CIRCULARS honestly mailed; 10c. per 
100; $1 per 1,000. DANA M. BAER, Dept. <a 
Luverne, inn. 





ciate 
TYPEWRI' TTEN | LE TTERS. 


Detect iit typewritten le letters which are 
on laa samples free. SMITH PRINT. 
-y B1z Broadway, Toledo, Ohio. 








——— +o - 
ENG ROSSERS. 


Hg i ee and Sieminsting of memceial 
testimonials, certificates, et T 
KINSLEY STUDIO, 220 Broadway, New York. 


e+ 





ADDRESSES. 


ADDRESSES, Jackson county, Florida. 
” ave tne Fifty cents. 
sab rong arianna, Florida. 


BOOKL: KLETS, 


JE write, design, engrave ana print for 
booklets. One talk, one order covers ail. 
THEKINSLEY nisintasnonts 22 Broauway, New York, 


500 





STOCK cu TS. 


b. Ge CUTS—Line and halftone plates and 
7x9 page electros. Suitable for special edi- 
HAMLIN, Bridgeport, Ct, 


tions. Very cheap. H. 
- +7 
BULLETIN BOARDS. 
ALL BROS., 115 Dearborn st., Chicago, lll, 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 





-_———_+oo— 
ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood Engravers, 10 Spruce 
St., New York. Service good and prompt. 


[ELOSTRATING, designing, etc., for cove 
book-plates, and crests. THE KINSLE 


STUDIO, paiscmatinns: ~— Yor 


- 
ADVERTISING "AGE. NTS. 


| e+ - GENERAL AGENCIES NEEDING a 
man on the spot to do special work in the 
South can secure a reliable representative by ad- 
dressing PEARL L. GARNES. Manager Garnes 
ee Special Advertising Agency, Charlotte, 











ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used 7 
the Wallace chong addressing machine. A 
card index system of addressing used by the 
largest publishers throughout the country. Seni 
for circulars. WALLACE & CO., 29 Murray St., 
New York. 


——__~+or -—_——_ 
TYPEWRITERS. 
EWSPAPERS may secure new $100 style type- 
writers without money; unique adv. propo- 
sition. MUTUAL ADV. AGENCY 317 Broadway. 
Rank deal pers and per red fifty t typewriters: age 


advertising; | ibiy all advertising. HUTCAL L 
ADVERTISING At AGENCY,3i7 Broidway, N. Y. 








LITHOGRAPHY ANP TYPOGRAPHY. 
a blanks for bonds. certifi 


ite., which may be completed by 
typewriting. md stamp for samples. KING, 
William St,, New York. 


Y BONDS ARE GOOD—Bonds for corpora- 
4 tions, bonds for cities and counties; any 
Sonoma. east, ee oreeses Finest 

ogra) 8 on ¢ paper. G. 
C. JACKSON, Akron, O. 




















PRINTING SPECIALTY. 


ONG runs of printing, sh sheet not lazger than 

15x18, in one or more colors. Get our esti- 

mates. Trade orders receive discount. KING, 
105 William St., New York. 


INDEXES. 


NDEXING Py od mae ery Extension of 
I name columns as > ae’ as turning leaf. 





Beats loose leaf systems. Regular size bookkeep- 
er’s —_ $1.25, delivered. BEST INDEX CO., 
a. 
Augusta, +r 
PUBLISHERS. 

UBLISHERS in cities of the West and South, 
P commer ing, their fatty newspapers good 
advertising media, kindly send sumpie copy to 
ESTELLE BLEYTHING, 22 Munn Ave., East 
Orange, N. J. 








NEWSPAPER CUTS. 


O camera, = hot metal, no worrying abou 
results, e teach you how for $1.00. Com- 
plete outfit Seate ‘780. ou can make cuts in afew 
minutes. No artist required. Sutisfaction guar- 
anteed. Particulars ~~ McKINLEY ENG. Cv., 
2 The Nasby, Toledo, O. 








> 


PUBLISHING oeaas OPPORTUNI- 


WN a Periodical. You can with small capital, 
$1,000 to $100,000, acquire a good foundation, 
make a fine income while realizing » wur hy 
career and ae up a valuable business pr« ~— 
erty. Get the ry ene _fupplying a real need 
and wise efforts are 8 ward. ‘there is no 
line of business more cis at the —_ 
time. 1 know of the good things. Can aid 
I sell publications caotastvely. EMERSON 
HARRIS, 253 Broad w: ood z. 


CIRCULATION BUILDER FO FOR COUNTRY 
WEEKLIES. 


E offer best creeen builder ever devised 
for country papers. New, but not untried. 
Thoroughly tes in our field and by a few 
hustlers, and has done the work every time. 
Knocks competition hard. Will increase your 
list by scores or hundreds, at cost of not more 
than 5 cents for vach subscriber. Send $1.00 for 
the Panes oomgnate. Sold to only one paper = 
each Our reference, Dun’s Agency 
Gress TRIBUNE PUBLISHING CO. Siaeees. 
rated), Monroe, Ga. 
_ > 


ADVERTISING TO 1 TO THE TRADE. 


|? you want to wake up you obi your trade with a mail- 
series of cards or folders, entirely out of the 
ordinary, write tous. The advertisi force ofa 
—_ series 1s largely cumulative. e will not 
t an order for less than six pieces. You 
could not get satisfactory returns by sendin 
oaty one. We are not after the immediate dol- 
lar, but clients who will stick to us. 

Let us know what you want to push and the 
number of concerns you want to reach. We — 
tell you how much we think you ought to spend. 
and show sampies of the sort of matter we will 
ene A mail-series is not suitable for retail 
adverti 
The H. 1, ID TRRLAND wy tia A AGENCY, 








SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag- 
caine cut inks than any other ink bouse in the 


"Special prices to cash buyers. 
i TYPE “AG Kemn SUPPLIES 


R 
25x30 Cottrell 2-Rev., air cusnions, tapeless de- 
liver: : — distribution 
Jampbell 2-Kev., "table distribution, front 
fly po Mem 
29x42 Cottrell Drum Cylinder, air cushions, 
table distribution, tapeless delivery. 
Two-horse power Otto gaseng ne, with tank, 
good running soe. Price, $125. 
Let us know your want. 
sO} NNER, FENDLER 
Beekman St.; Shop, 33-43 Gold St., 
Manhattan. 
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SHOW CARDS. 

AISED aeree wo CARES tate quick- 

ly an cheaply. An. rh do it. Also 
Glitter ctecta. Compete bar a 8x" 

fh SIGN CO., 


° ‘Tol role, Ohio. 








<> 
ANNOUNCEMENT. 

GEORGE w. CRAIG beg begs to announce the 

severance of his connection with the Stand- 

ard Sanitary Mfg. Co.,as Advertising Manager, 

preparatory to entering the advertising field in 

another capacity. Address for the present, 200 
North Guts Street, Pittsburg, Pa. 

<-e-r 


HALF-TONES. 


Ww. would like to estimate on your halftones 
either for the newspaper or other work. 

cad ENGRAVING CO., 61 Ann 8t., New 
or 


EWSPAPER HALF-TONE ™. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered wh as eash acco ‘accompanies the order. 


K NO x VILLE INGRAVING COo., Knoxville, Tenn. 
~~, 


CIGARS FOR SALE. 


Ww. will sell zone, better c’ pe for 5c. straight 
than most dealers will 10c., Im 
Havana filler, » Cone. thenen air’ genuine Sumatra 
wrapper, Pe Ses tong, Union 
made, mild ond | ~L-3 ‘or 60c. we wil! mail a 
box of 12 of these ese cigars, prepaid to any address 
in the U. 8.,and, if a? do not make good, return 
them dA receive your mon ey. 
HARTFORD CIGAR Co., 
1115 Main 8t.. Hartford, Conn. 


-- 








CALENDARS. 


N OST artistic line of rice for price fist calendars 
4 ever offe’ rite for price list. 
e BASSETT «8s 
45 Beekman phi a "York City. 


—~ CALENDARS- Size | 5x7. rich mist-grey 

rd backs, two color pate — large 

figures «° for ad measures 3 inches. 

is certainly a beautiful and e! = ive little 

calendar, and the price, Br ‘our ad, is 

only #/6.00 t nd, 18 FINK & SON, 
5th above Chestnut, Philadelphia. 


i oe 
HOUSE-TO-HOUSE DISTRIBUTING. 


E make an honest, intelligent house-to-house 
distribution of advertis matter of = 
descriptions throughout the entire United Sta’ 
We employ only reliavle, experienced, local 9 
who personally suvervise each d 
We positively guarantee the service and cheer- 
fully make good where contract is violated. 
os years’ experience in handling national con- 
racts. 
We are placi — metic of pieces monthly for 
rtisers to whom we can 
 aRpwer  E. - . and map 


cere 
ow . r 
Address IN OFF OF! Ce WILL A A. MOLTON 


pisthipuTiNG AGENCY, 442 st. Clair 8t., Cleve- 
’ 10. 


PUBLICA CATIONS. 


A AN ADVERTISING EDUCATION 
is one powerful aid to money mating. 
But it is not the ONLY facto; 
FINANCE! 
is the higher branch of business education and 
a knowledge of its principles is —* a 
a sp of Sennen affai 
USINESS AND FIN aANCk” 
isa monthly publication, dealing with the finan- 
cial side o oon business. }. e ine ~~ 
yer rkings and the advantages re) 
: TION, X CONSOLIDA TON ons ae ON, 
sean ractical app! eaten of the knowl- 
age eained, bo 1 benefit. 





Send , Sample co 
r su 
THE BUSIN NESS & 
COMPANY, 
66a Hudson Building, New York, N. ¥. 














nea TIN BOXES. 


HE appearance kage ofttimes sells 1t, 
T You cannot ec ne how beautifully tin 
boxes can be decorated and how chea) they are, 


until you get our samples and quotations. 

year we a a omen many other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes bm pane Send for the tin desk re- 
mind oe It my ” It is free; so are 


any = Fay eK desire to see. 
EK. = TOPPER COMPANY, 
Water Street, 


Brooklyn, New York. 
ane largest maker of Tin Boxes outside of the 


PREMIUMS, 


yo can secure $100.00 quickly for pd 
church deficiency or your mortgage debt, 
age cen yf your own premiums, by our new 
P 


ri 
TAKANAP SOAP SO., Darby, Pa. 


vee & HEALY’S NEW PREMIUM CATALOG, 

ready, contains musical instruments 

of all descriptions, including a special cheap 

me machine; $20,000 sores of — i -y 
guitars used in a ie year b e firm f 

pat on Write for . PRE UM CLERK, 

Pyon & Healy, 199 Wabash ive., Chicago. 


ELIABLE goods are trade builders, Thou- 

\ sands of ve premiums suitable for 

publishers and others from “he foremost makers 

and “So. deaiers in jewelry and kindred 
lines, e list price illustrated catalo; 

published ranually, issue now 9; ree. 

F. MYERS CO.. 46w, Ltd 52 Maiden Lane, N.Y 











PRIN ‘TERS. 
OOKLETS by the million. Werte for booklet. 
STEWAR PRESS, Chi ane 


NATALOGUES printed in an quantities. 
Write STEWART PRESS, Chicago. 


RINTERS. Write R. CARLETON, Omaha, 
Neb.. for copyright lodge cut catalogue. 


EDUCE EXP” .NSES—Bond [pteshentn, print- 
in taste, at cents per 4,000, 
Samples. Ti PTG. HOUSE, Cohocton, N. Y. 
F you are not satisfied where yom — y ry =. 
ri tin 1 F ar 7 tisti t— By ii ON 
n' nee, and satisfac’ a 
Pri NTENG CO. . 15 Vandewater St., New York. 


W* make a specialty of 16 or 32 booklets in 
= 8 aes ten to one net thousand. 

lacy We Soe a. e freight. WM. 
MITCHEL PRINTING Greenfield: Indiana. 
+0 - 


ADVERTISING NOVELTIES. 


PAPEROID Pocket Wallets, 4x7, 1.000 for 
including ad. “ Wear like leather,” FI ie 
SON, 5th above ( t, Phi 





COAT HANGERS NEW STYLES. 
nop A aad rmanent advertis- 


i uw Price ractive 
— ELMAR Mra. CO, Canton, Pa, 


BRIGHT steel nail file, $30 per thousand. 

Turned toothpicks in cases, per thou- 
sand. Samples of each in leather c-ses, 10c. 
Agents wanted. J.C. KENYON, Owego, N, Y. 


ELLULOID blotters = more than ordinary 
ones do, but they br results where the 
others fail. Write for oa es and prices. THE 
BALTIMORE BADGE & NOVELTY CO., 253 
Broadway, N. Y. 


RITE for sample and pri ree new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the housewife and business man. THE 
WHITEHEAD & HOAG CO., Newark, N. J. 
ches in all large cities. 


667 ITTLE TRAVELFR,” (catal e), 1001 aa- 
vertisirg novelties in — , tin, leather. 
aluminum and paper: two 2c. sta 5 ah on 
nted stationery, SOLLIDAY. NOVEL AD- 


ERTISING WORKS, Knox, Indiana. 


OR Premiums and Advertising pur urpores, 
have an article of rare merit, Tor men’s and 
boys’ wear. We wish to in touch with a firm 
yee can handle our entire production of five 
thousands to ndred thousands, 





n hw 
du the year of 1906." G. P. COATES CO., 
guring ,the ear 
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ENGRAVING. 


(line, half-tone, steel, 
hing and artistic prin nti 


BERATING, 


wi 
KINSLEY STUDI, 220 Broadway, New at 








We ee MEDIA. 


r line for govesticing in TH 
10 St JUNIO: , Bethlehem, Pa » 
95 » CENTS for % words 5 da da . s RNTERPRION, 
a= Brockton, M ion, July, 9,060, 


A "ila ER yew Market, N. J. A. 
stal card request will bring sample copy. 


A perscn advertising in PRINTERS’ INK to 
e amount of $10 or more is entitled to re. 
ceive the paper for one year. 


wy! NEWS, ,25c. year; ad rate, 70 cents an 
splay Circulation, 7,500 monthly. 
WILLIAMS. & METLAR, New Brunswick, N. J. 


RY GOODS REVIEW, 506 Security Bldg., Chi- 
cago, goes to country merchants. Sworn cir- 
culation, 3,000; adv. rate, $1.50 an inch, lic. a line, 


T= PROGRESSIVE MONTHLY, iotienene 

Ind. Best medium for those wantin 
reach agents or the mail trade. Rate, 10c. 
on request. 


PECIAL one-inch “ad,” six months, $1; one 
‘0 month, 25c.; 60 words 1 inch. Forms close 
Ist; 2,500 readers. ANYBODY’S MAGAZINE, 
Peekskill, N. Y. 


ee BADGER, 300 Mont; Montgomery Bidg., Mil- 

wore W1s.,a family monthly, circul:tion 
general, 60,000 copies, rate 30 cents a line. Forms 
close the 23d. Ask your agency about it. 


OWN TALK, Ashland, 01 Oregon, has ogee 
teed circulat on of 4500 copies eac. 

Both other Ashland pagers are rated at less than 

1,000 by the yo 5 Newspaper Directory. 


RACTICALLY without competition in a busi- 
oe and residential section of 50,000 inhabi- 
Display. Src, per inch: Readers, Wc. per 

= The * TREFLE dR.” dist St., Brooklyn. 
UARANTEED circulation, 11 ,000 monthly. 
Rate, 5 cents a line (seven words); 70 —- 


an inch; cash with order. Sample free. 
WELCOME VISITOR, 392 S - Troy St., Chicago, Ill. 


NLY 50c. per line for each insertion in entire 
2 of 100 country ap . located mostly in 


ork, New Jer: nad Pennsylvania. 
iNIoN PRINTING CO. 





opy 





“Va Vandewater St., N. Y. 


HE SOUTH GEORGIA PROGRESS solicits 
the patronage of a few reliable general adver- 
tisers, and guarantees the la circulation of 
any apes in Thomasville or Thomas eoumy, Ga. 
30. Ga ROGRESS, Thomasville, 


81 0 w on pay for a five-line aE 
four weeks in 100 Illinois or Wisconsin 
GO NEWSPAPER 


weekly newspapers. CHICA 
UNION, 10 Spruce st, New York. talogue on 
100,000 cir weekly 





A PYERTISER'S AID, 164 Ta Salle St. » Chicago, 


1. V., is Lp with November, ‘03. 
Gives advertisi ising rw of 
rs, 


pe to Nov. 16, 
ion te., sample 6c.; ; stamps ., 5 
tion to advertisers each issue. 


| you want to reach the cotton and cotton oil 
trade of America. use the GINNER AND MILLER. 
Memphis, Tenn. This is a high-class trade ~~] 
pow ad A oe all kinds Ry eel and ma 
chinery s es. ou want to J mq t- 
on Gel Gena oil, subscribe for it. Three 
doliars per year. Write for sample copy and ad 
rates. 

circulation, % 


100,000 SoaRAxtEer circulation: fe 


PATH FIN|)ER offers the advertiser every month. 
Patronized by all leading mail-order firms If 
1 uu are advertising and do not know of the 

ATHFINDER, you are missing somethin rood. 
Ask for sample and rates. F PATHFINDER, 
Washington, D.C 


, 1822 2 “published ince Au FA gust ee bas been 


ret parety ly agricultural pa 

the worl It is still published tea 
better than ever. yr de tT wishin: 

reach rural New England oe yr send 

ome co pee and tense, wes ich Ee, oa = 
be. ress, LAN: 

FARMER. B Brattleboro, Vt. 


















or ww a 


wero. ar 








ge Pa 





BAD DEBTS COL COLLECTED. 
N yond first-class servic service. 


al . our 
ron. pay: Mf AND NIGHT iT PADJUSTM ASN, 
2644 Chicago Avenue, Chicago. 
— - +o 
FOR SALE. 
0 res for sale. dnpry =o ae 
Lia id B. M. M.,” care of Printers’ Ink. 
ACK minnie f PRINTERS’ INK a volumes, 
B 1897, 1898, 1899. PRINTER, care Printers’ Ink. 
ty and eight- Scott perfect- 
BS re full 4 steres outit. 
Address B eC ‘Oalland, Cal. 
OR anes Democratic ne newspaper do’ 
F°. pusiness ina thriving town. Further 
partfeulars'w write MISS NANNIE R. OATLETT, 


neeton, Ky. 


EFORE ane sing cylinder proeery aed 
| gee . paper cu meets, Th) material, 
ly vend for’ bargain list. ARD PRESTON, 
167L Oliver St. 
y) xX 60 POTTER TWO-REV.; will print 4 
4 ween of a7 or &-col. rk. RICH 
ress for boo! or new! per wor 
RRD PREBTON, i67t Oliver Bt. Bosto: 
OE DOUBLE CYLINDER, with or wae 
folders attached; will print 4 pages o 
col. Sqeees @ 000 to per hour. will 
trade in rt payment. RICHARD PRESTON, 
1671 Oliver Pst, 





Cea Duplex Press, 6,000 per hour. New two 
ago. Our’ growing circulation de- 
mands a aoe with four times our present 


‘ee want to buy or sell. 
Sais SPATCH,” Norfolk, Ve 


AD VERTISEMENT ( CONSTR UCTORS. 


GOOD ads for a_ groce store $1.00 
10 BAIT PUB. CO., Toronto, Can. $ 


p=. W. KENNEDY, 39th and Langley, Chi- 
cago, writes advertising—your way 


PE. J. NORMILE, Static Station F, Boston, 
H... ads that hold, interest and Savant 
rei 


Practical, common-sense, EOTMELE BEEN ne 
advertisements written. ESTELLE B. 
THIN 3, 22 Munn Ave., E. re., E. Orange, N 


A DVERTISEMENTS and cuts, new a iy. Re- 
tailers and bankers should use the best. 
Moderate prices. ART RT LEAGUE, New York. 


Or LY writer of exclusively grocery advertis- 
a, aan les free. 
RLES G. GRC G. GROFF, Bryan, Ohio. 


manent y ads are productive ef busi- 
vo Oe ee | yo and at rea- 
sonable aires E. LEDNUM, 2349 N. 
3th St., iiadel 


HE ue a of ambitious advertisemen 
writers is directed to the offer on page 11 of 
PRiInt:RS’ INK for vec. 2, 1908, wherein five hun- 
dred and sixty dollars is offered for the prepara- 
tion of six advertisements. 


A KNOWLEDGE of country people, combined 
= 2 drawing-power, vane eitective my 
{CUL — 
It’s common sense and hits the ag 
H. LOVEJOY, Box | — 1, Roslyn, Pa. 


r RADE winning booklets. yee mage wo 4 
rospectuses, form letters, etc. 

ten, iiustrabed, — Write for free booklet 

“How We Help Advertisers.” SNYDER, JOHN- 

SON & HIND! , 904 Tribune Bldg., Chicago. 


P PRINTING 
PRINTING 
Printing of ‘descrip aa Sebcesee. 
every description in 
Advertisements written in a clear. convincing 


manner. Send for reais on m, printed Ie 
head. PRINTERS’ INK PRE! 8t., N. 

BoQELets are my specia’ ae i write the at 
that bring results. For $14 I will get you 

out 1,000 8-page Loy well wri and ap- 
propriately printed; $30 for 5,000. This isn’t a a 
Poe mer a “special ofe: —it’s my sgatier 

figure— eno! ve me good pay for 
work. Sameles free. L FINK, eS. Fitth 
jadelphia. 
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ENRY FERRIS, his mark. 
918-920 Drexel Building, yt 
Adwriter. Gimbel, Wanamaker, ependent. 


I CAN’T work miracles, but 1 can write good, 
reasonable advertising. 1 can’t tee 

my work to be better than anybody 
can guarantee todo my best for you. I’ve ‘Studied 
hurran nature in connection with ad for 
0 





eleven years. I’ve writte: 
which were mounced effective those wi 
them. if I can’t be a help to you | won’t 
hinder you. Tell me your trou and I’ll tell 
a4 what I believe can do for you. JKD 
RBORO, 557a Halsey St., Brooklyn, N. Y. 


66] 7 OW cant maken al order business pay?” 
A ig answer to this impo! 
uestion. Star chapter is, “Making It 





-order 
oy pe plans, rewo 
etc., for medical, merchandise, agen 
je rel: —y = science and other 
Full of valuable or 


tion to * “old timer” and nner, Sent 
=e one cmeesrely inte: Address E GENE EK 
KATZ, 508 Boyce Building, Chicago. 


FAYE you now under consideration the issu- 


ing “ any new bit ote adve: matter, 
such. matunee, as a little "OAT SLOGUE, 
*BOOKI nT” oF or FOLDEK, i. perchance a new 


rep some former one that 7 
perteotiy well know was not “up-todate”! If I 
ve happened to diagnose your case currectly, 
=, not write me concerning whatever it 4 

to be, and if you have anything that Fad 
Pould? like bettered, why not cmp acony of it 
our letter to me! 
o.5. FRANCIS I. MA ULE, 402 Sansom St., Phila. 


OUR years ago I started to e all sorts of 

advertising. Gradually 1 I discovered 

that there was one pordiower d t could do 
best, and liked best do aon Literature 

So now | devote all my one and s. folder ies exclus- 

ively to the making of booklets, f a] — 

rae A things 


ee dhe preparation yf a 
ua! arrangement 
If you will send me me oumne of your business lit- 


erature perh 1 can make s suayrections ns for in- 
creased Pfrect tiveness. BENJA SHERBOW, 
3148 Euclid Avenue, Philadel Philadelphia. 


$25. 0  - Ry TO THE WINNER. 


TO THE SECOND BEST. 
We will pay t “y A to the 
who send to us the two best pla lene for conducting 
a department store in towns 0 
lation. n must embody New Taeas that 
‘lasses store, 





The 
will attract all c 


Loc! 
M a specialist in “clean” advertising. 
This isthe age of specialization. 

My “clean” advertising embraces 


Towel Supply Compani 
Den eep the tecth “clean” and sound. 
Dyers and Scourers —“‘clean’”’ clothes. 
I write good material for other lines, too; but 
the above I know lots about. 
Some of the largest steam laundries in the 
country are my customers. 
By special permission I print the following 
letter : 


“ EVANSVILLE, Ind., Nov. 12, , 
“Dear Smr—The 5,000 booklets ets bought fro’ 
‘ou have been distributed in this city. We have 
n well advertised, as we know by results of in- 
creased trade and a lot of talk about the booklet. 
aa om 
“ By Chas. J. Eicbel.” 
That letter speaks for itself. 
If you are near my office call and see me. 
WILLARD B. BOTTOME, 
Specialist in “Clean” Advertising, 
St. Paul Building, New York. 
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NOTES. 
“Souare on the Head” is a novelt 
folder from Scott & Co., Cincinnati, deal- 


ing with the merits of Asteroid roofing 
in a factful way. 


“Quaity” is a terse, tasteful little 
booklet that sets forth the policy of the 
prescription department of Reid, Yeo- 
mans &- Cubit, druggists, 140 Nassau 
street, New York. 


ILLUsTRATIONS that are true to life, 
with a conversational style that also ap- 
pears human, are the characteristics of 
a booklet about Piperazine Water, mar- 
keted by Lehn Fink, 120 William 
street, New York. 


A_ CATALOGUE from M. H. Treadwell 
& Company, 95 Liberty street, New 
York, illustrates and describes some of 
the special machinery this concern has 
built for foundries, blast furnaces, cc ke 
ovens and smelters. 


To make Purity Butterine a household 
word through the medium of the 
youngsters a sketch book and paint card 
are distributed b the Capital City 
Dairy Co., Columbus, O., cash prizes 
being paid to those who show most taste 
in coloring outline pictures. 


Tue Friedman Bros. Shoe Co., St. 
Louis, has published a twenty-four page 
album on stippled paper containing col- 
ored pictures of the chief buildings in 
the World’s Fair. Copies are to be given 
through retailers to purchasers of the 
firm’s shoes during the coming year. 


“Some Thoughts About Advertising” 
is a terse little booklet, treating the sub- 
ject from the standpoint of the religious 
press. It is issued by the advertisin 
department of the Living Church, Mit 
waukee. The advertising manager is C. 
A. Goodwin, 153 Lasalle street, Chicago. 


Tue United Railways of Havana issue 
a complete folder of the conventional 
railroad style giving information about 
every portion of Cuba, with directions 
for making the most of every day that 
one can spend in the island. As a piece 
of literature for distribution during the 
fall and winter it is commendable. 
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To advertise portraits of Franklin, 
Washington, Lincoln, Grant, McKinley 
and President Roosevelt, the Art Lovers’ 
League, Buffalo, issues a booklet en. 
titled “A Portfolio of Appreciation,” 
containing cc™mendations from notabili- 
ties. 


“A LittLe Book About a Big One” is 
a tiny brochure. describing the Dry 
Goods Review, of Montreal. Folders 
accompanying it relate to the Canadian 
Grocer, ardware and Metal and the 
Bookseller and Stationer, which four 
publications comprise the list of trade 
eee controlled by the Maclean Pub- 
ishing Co., Montreal and Toronto. 


A sIxTY-Four page pamphlet from the 
Colorado Iron Works Company, Denver, 
describes the hot-blast stove method of 
smelting copper and pyritic ores. The 
arguments are all technical, and make a 
layman’s head ache, but the book will 
unquestionably appeal to experts in these 
matters. It bears the imprint of the 
Smith-Brooks Printing Co., that city. 





Displayed Advertisements. 


20 cents a line; goa page; 25 per cent 
extra for specified position— if granted. 
Must be handed in one week in advance, 


CANADA. 


C ANADIAN ADVERTISING is best done by THE 
DESBAKATS ADVERTISING AG’Y, Montreal. 


ADVERTISING CUTS 


For merchants. We have 200 varieties, covering 
every line of business. Price only 20cents each by 
express or 22 cents by mail prepaid. Proof of 
the entire lot sent free upon request. Send for it. 
THE PURITAN ADV. CO., Bloomfield, Ind. 


National Advertisers 


wishing information about 
members of the Associated 
Billpesters and Distributors 
of the United States and 
Canada, write 


CHAS. BERNARD, Sec., 
Tribune Bidg., Chicago, Ill. 

































transmits 


CRAM 





























Send for Booklet of Best Paper File and Only Correct Job Press Feed Guide 
McCGintv File ani Feed Guage Co., Doylestown, Pa. 
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North» South ||| ir 17 is RESULTS 
United YOU WANT 
—* The German 
BOTH ° 
reapers Daily Gazette 
116 | Busaess ||| i the nape 
OVER ONE CIRCULATION: 
SUBSCRIBERS as ner 
In Religious Homes —" 
s0}-902 Witherspeor Bldg, Phiad’s, Fs. ||| 924 ARCH ST., PHILA. 























“Do More and 
Make More.”’ 


This is the title of a little book we have just 
made. Its physical proportions are precisely suited to 
the vest pocket, and its contents should make very 
interesting reading to every manufacturer or jobber 
who would like to do more and make more. 


This book is descriptive of the Ethridge Mail 
Drummer System, which is the most effective, 
economical and profitable manne~ of securing busi- 
ness without sending a man after it. 

The methods described in this book really solve 
the problem, and if that problem is yours send for 
the booklet. 


THE GEORGE ETHRIDGE COMPANY, 
No, 33 Union Square, New York, N. Y, 











BY GEORGE ETHRIDGE, 


READERS OF FRINTERS* 


The Barney & Berry skate ad- 
vertisement reproduced here and 
marked No. 1 has many points of 
excellence. It would be unjust to 


——-— 


| << 
} Buy Skates for Christmas Gifts 
} *st-e" Free Catalogue * ta, ¢% 52" 
sa re 
 GARNEY & BERRY, 92 Bread Street, SPRINGFIELD, MASS. 


No.1 


call it a bad advertisement, because 
it is not. The drawing is an excel- 
lent one and the man who made it 
understands his business. Con- 
sidered as an advertisement, how- 
ever, it leaves something to be de- 
sired. 

There isn’t anything enjoyable 
or tempting in the idea of sitting 
down on the edge of a pond and 
putting on your skates with the 
mercury down around zero. This 
is surely the least enticing part of 
skating, and, consequently, the last 
to be considered as an illustration 
for a skate advertisement. 

There is no action in the picture 
except that of the little figures in 
the background, and they do not 
“cut any ice,” so to speak. 

There is nothing about it to 
make the skater’s blocd tingle. The 
ad as it stands lacks go and snap. 
Action is the very life of an illus- 












INK WILL AECEIVE,. 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MAR ETHRIDGE. 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 





33 UNION SQUARE, N.Y. 


FREE OF CHARGES 











tration of this character. Action is 
the idea embodied in an advertise- 
ment pertaining to outdoor sports 
of any kind, and this fact should 





No.2 


not be forgotten in preparing the 
illustration. 

The drawing marked No. 2 rep- 
resents the infusion of the neces- 
sary active element. 





SHOULD ENTER THE ROLL OF 
HONOR. 


Wiwnipec, Manitoba, Nov. 23, 1903. 

itor of Printers’ INK: 

We have received a marked copy of 
your valuable publication dated Nov. 18, 
drawing our attention to an editorial on 
page 30. You have credited us with 
only a morning edition. The Winnipe 
Telegram publishes morning, evening an 
mail editions daily, also an up-to-date 
weekly. Ours is the only paper in Can- 
ada using colored supplements for Satur- 
day editions. We publish a sworn state- 
ment daily on our editorial page. We 
would be glad if you could see your way 
clear to make these corrections in your 
next issue, as it may lead the advertisers 
and agencies to believe we have only 
one daily edition. 

Yours very truly, 
Tue TeLecraM Printinc Co., Ltp., 
R. G. Stinson, Adv. Mgr. 
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Draw a 
Sight Draft 


On the LARGEST PAID-IN-ADVANCE 
CIRCULATION IN THE WORLD by 
putting your advertisement in the papers 
of THE VICKERY & HILL LIST and 
THE AMERICAN WOMAN and GOOD 
STORIES. The draft will be honored 
with orders for your goods in greater 
volume than your experience with other 
mail-order publications would lead you 
to expect. 

These papers reach people in every 
village, town and hamlet in this country, 
are subscribed for and paid in advance 
for by people who have taken them for 
years, and produce such wonderful 
results for advertisers because their 
readers have confidence in papers which 
have been established for twenty-nine 
years, 

Start 1904 right; get into these pa- 
pers. Specimen copies and rates on 
request. 


The Vickery & Hill Pub. Co. 


Augusta, Maine. 

















C. D. CoLMAN, E. H. Brown, 
Flat Iron Bldg., New York. Boyce Bldg., Chicago, 


Sworn Statement of Circulation on File with 
| Geo. P. Rowell & Co, 
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Advertising orders received 
before December 30, for specified 
space or position in PRINTERS’ 
Inx, to appear for the entire year 
1904, will be charged for only 
fifty weeks instead of fifty-two, 
and free insertions will also be 
given for as many weeks in 1903 
as remain when the copy is 
received. If the advertiser gets 
sick of his contract and wants to 
countermand it, he may do so at 
any time, paying only for the in- 


sertions he has actually had. 


EE 
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PRINTERS’ INK. 


Across the Country 








Your job inks rr me perfect satisfaction. 
DVERTISER, Hartland, N. B. 


We have had more satisfaction with the inks we 
have had from you than from most other inks for which 
we have had to pay whey pein. 

RCURY, Renfrew, Ont. 


Your job ink is is doing 7 
NEWS & FARMER, Louisville, Ga. 


Your ink is very satisfactory. 
BANNER, Ocala, Fla. 


All 7 ink is np to expectations, 
CKEYE PTG. CO., San Antonio, Tex. 


You may rely on me for all future orders. 
L. M. DILLON, Portland, Ore. 


I am using your inks at present and find them very 
satisfactory. 
QUINCY CALQLESSER, San Jose, Cal. 


My customers never seem to tire praising my inks, 
and although some of them are classed as small cross- 
roads printers, their judgment of quality is oftentimes 
keener than their more fortunate brethren located in 
the large cities. In case the inks kick up or do not 
work smoothly, they have not the ink man handy to 
help them out of their troubles and consequently are 
thrown on their own resources. When the fault is on 
me, I don’t try to insult them and bluff them into 
thinking they don’t know their business. I simply 
refund their money and reimburse them for all trans- 
portation charges. Oftentimes I swallow my medicine 
when blamed wrongfully, remembering that “you 
can catch more flies with molasses than you can with 
vinegar.” The customer who buys 25 cents’ worth is 
treated as courteously as the fellow who buys $25.00 
worth, and both must pay cash in advance, otherwise 
the goods don’t leave my shop. Send for my new 
book. It will tell you how to avoid troubles in the 
pressroom, 








Se nd 


ADDRESS 


PRINTERS [NK FONSON, 


17 Spruce Street, - - - New Yo 
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Roll of Honor Notice 





Publishers heretofore barred from entry in- 
to the Roll of Honor because they had not the 
requisite qualification—that is, because they 
did not place on file a detailed, signed and 
dated statement strictly conforming to the 
rules of the American Newspaper Directory— 
have Now an opportunity to be admitted to 
that department if they will do the four things 
here specified: 


1st.—Set down separately the number of complete and 
perfect copies printed of each issue during the 12 
months preceding the date of statement. 


2nd,—The sum of the several issues should be ascertained 
and be divided by the number of separate issues, 
thus showing the average issue. 


3d.—The statement should be dated. 


4th.—The statement should be signed by some person 
whose authority to give the information is either 
evident or stated. 


Statements of that character are to be sent 
to the editor of Printers’ Inx, who will edit the 
copy for the Roll of Honor and then turn the 
statement over to the editor of the American 
Newspaper Directory for use in the 1904 edi- 
tion of the Directory now undergoing the 
thirty-sixth annual revision. 

For further information, if desired, address 
Managing Editor Printers’ Inx, 10 Spruce St., 
New ‘York. | 












